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It's a Fantastic Story to the End... 


There’s Lots of Money 
in Hadacol, But Whose? 


Reorganization Takes 
on Air of Fantasy; 
Ad Bills ‘Covered’ 


New York, Oct. 4—The Hadacol 
bandwagon, which had been roll- 
ing merrily along on a mixture of 
bombast, ballyhoo and bottled vi- 
tamins, ground to a halt today. 

For Hadacol was in trouble. The 
LeBlane Corp. of Louisiana was 
on the receiving end of a formal 
complaint from the Federal Trade 
Commission (see Page 83) while 
LeBlanc Corp. of Maryland was 
bankrupt, and in the process of 
reorganization. 

Mortimer J. Davis, executive v.p. 
of New York Credit & Financial 
Management Assn., told reporters 
his organization had formed a 
creditors’ committee to protect 
more than 6,000 companies which 
he says have claims against the 
LeBlanc Corp. 


@ He said the committee would 
ask Judge Wiliam Bondy of the 
U.S. district court, who yesterday 
approved a petition to reorganize 
the Maryland corporation, to ap- 
point a trustee to continue the 
business, and an accountant to go 
over the books and take the nec- 
essary steps to assure the public 
that the trouble was not with the 
product. 

The approved petition, filed un- 
der the bankruptcy act, asked the 
court to continue the business in 
the face of numerous actions to 
attach the funds of the company; 
the approval will temporarily dis- 

(Continued on Page 79) 


Export Admen 
Will Increase Ad 
Budgets in 1952 


Lasser, Bauer, Teraoka 
Address Export Group’s 
Third Annual Convention 


New York, Oct. 4—Following 
on the heels of the Assn. of Na- 
tional Advertisers, which met here 
last week (AA, Oct. 1), the Third 
International Export Advertising 
convention convened at the Hotel 
Plaza and came up with the same 
bright outlook for 1952 advertis- 
ing—this time in the export field. 

For the third straight year, the 
Export Advertising Assn.’s annual 
survey of leading export business 
men indicates their intention to 
increase 1952 foreign advertising 
budgets, but this time they show 
themselves to be far more opti- 
mistic over future plans than they 
did in the past. 

Better than nine out of every ten 
respondents reported they will 
maintain or enlarge their foreign 
ad budgets next year, in contrast 
to 80% who answered in the af- 
firmative on the two previous sur- 
veys. Significantly, more than two- 
fifths reported increased budgets 
for 1952. Last time, one-third ex- 

(Continued on Page 82) 


RUSH JOB—This Miller Brewing Co. color 
ad tying in with the dairy industry's 
fall cheese compaign wos mode from 
start to finish in less than two weeks by 
Mathisson & Associates, Milwaukee agen- 
cy, ond its suppliers, to catch October 
magazine deadlines 


Avco Presents 
Ad Plans with 
Stops Pulled Oui 


New York, Oct. 4—Crosley di- 
vision of Avco Mfg. Corp. will 
kick off another $2,000,000 contest 
this month, featuring 50-word es- 
says on “What the American way 
of life means to me,” and the ad- 
vertising promoting the contest be- 
gins next week, through Benton & 
Bowles. 

To launch the contest properly, 
Crosley assembled reporters, dis- 
tributors and distinguished guests 
of Victor Emanuel, president of 
Aveo, and gave them a briefing 
on the American way in the form 
of a series of blackouts, accompa- 
nied by the assured narration of 

(Continued on Page 8) 
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Gigs Sweeping Revisions 
~=-- Announced by NBC 


New York, Oct. 5—National Broadcasting Co. made it official this 
week. The country’s oldest radio network, which this year is celebrat- 
ing its silver anniversary, is going to modernize its policy for more com- 


petitive operations. 


An advertiser can get pretty much what he orders from the network 
—his choice of stations, for one or more times, depending on his needs. 
And, with the networks scheduled to add some 100 new affiliates to its 
hookup, he will get a big station bonus (AA, Oct. 1). Stations will be 


Hudson Paper Goes 
to Biow Co.; Duane 


Jones More Active 


New York, Oct. 4—The new 
Scheideler, Beck & Werner agency, 
which completed its first month's 
operations this week, got a jolt 
today when Hudson Pulp & Paper 
announced it was awarding its 
$800,000 plum to the Biow Co., 
effective Monday. 

Meanwhile, the Jones Co., AA 
learned today, has appointed 
James L. Mitchell as a contact man 
in its drive to nail down business 
for the revived agency. Mr. Mit- 
chell was v.p. and advertising di- 
rector of Macfadden Publications 
until a few months ago. 

SB&W, with nine clients billing 
“just under $6,000,000,” had an- 
ticipated making Hudson its tenth 
client, since Paul A. Werner, ex- 
ecutive v.p. of SB&W, rode herd 
on the account at Duane Jones Co., 
where he was a v.p. and account 
executive. 


s Client-wise, the most recent ac- 
quisition of the new agency is 
Continental Briar Pipe, likewise a 
former Jones Co. account. 
SB&W announced the election 
(Continued on Page 79) 


given approximately 40 hours 
weekly of top grade programming 
which they will be permitted to 
sell to local or national advertisers 
on a pay-as-you-sell basis, reim- 
bursing NBC for program costs 
only when sales are made. 


s These, in brief, were the ma- 
jor changes announced today by 
Charles R. Denny, executive v.p. 
of NBC, following a meeting of 
the network's stations planning 
and advisory committee here. De- 
tails of these sweeping revisions 
in NBC's basic network structure 
had been the subject of much spec- 
ulation in recent weeks, but offi- 
cial comment had been withheld 
until the stations could be sounded 
out on the subject. The innovations 
were worked out by an economic 
study committee comprised of 
network and affiliate representa- 
tives. 

At the outset, the program calls 
for a “realistic realignment of the 
radio network, permitting adver- 
tisers to select stations of their 
own choice rather than ‘must buys’ 
enforced by the network.” 


es In effect, this means that an ad- 
vertiser, who wishes to do so, will 
be able to put together a non-TV 
market radio network, for the most 
part. 

(Continued on Page 79) 


Highlights of the Week’s News 


Last Minute News Flashes 


Decline and Fall of the Hadacol Empire can now 
be written. Media have little to worry about, 
apparently, as Majestic agency announces its 
insurance covers space and time costs. Mean- 
while FTC takes a new crack at the ads ........ 

.. Pages 1 and 83 


National Broadcasting Co. takes the big step, and 
advertisers will be able to select their own net- 
works. Furthermore, the affiliates (and there 
will be many more) can sell network-supplied 
programs on an entirely new basis ......Page 1 


Avco announces new contest (for $2,000,000 
worth of refrigerators) in ceremony at which 
Doug Fairbanks voices misgivings 


Not all the admen were out at the Polo Grounds 
last week. Some were making their own fast 
plays to line up stations and sponsors for tele- 
casts of the Giants-Dodgers classic ...... Page 4 


NYU’s Dean Collins insists on the need for new 
tax laws to permit setting up funded reserves 
for advertising ..Page 2 


“Piracy” of ad accounts actually is an impossibil- 
ity, AA editorial suggests. When a man runs 
away with an account, it’s more like an elope- 
SE TE SINR 5 0 ve en ctccecececren’ Page 12 


It’s hard enough for a young man to break into the 
agency business, but harder still sometimes 


when his father is an agency executive. Earle 
Ludgin’s experience is told on .. Page 48 


Radio broadcasters come up with two unusual mer- 
chandising ideas—Auctionbucks in Hartford and 
Radio Dollars in Baltimore and Washing- 
St -la hades Lae kod edaeeteud eas boaue Page 66 


Arkansas Power & Light Co.'s publicity-minded 
staff had a powerful idea for a picture, then 
somebody saw the light .............. Page 70 


Calculators, cigarets and fabrics are among the 
foreign accounts which play more and more of a 
role in the businesss of Anderson & 
rere ee ee Page 72 


Pyrenone insecticide virtually sells itself, but only 
after a complicated advertising and merchan- 
dising effort is made to introduce the product, 
says John Rodda ......,.Page 84 


REGULAR FEATURES 
Ad Market Place ...74 In Washington ._.. .32 
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Conventions ....... 77 Obituaries ...... 58, 59 
Creative Man ..... 48 Photo Review ...... 70 
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Editorials Production Tips ... .50 


Employe Relations .50 Rough Proofs ...... 12 
Eye & Ear Dept. .. .48 Salesense ....... . 48 
Getting Personal .. .24 ee 60 


Info for Advertisers 74 


Standish’s Narragansett Account to C84W 

ProvipENcE, R. I., Oct. 5—After 46 years of client-agency relation- 
ship, Narragansett Brewing Co. and Standish Inc. have parted because 
the agency plans to liquidate before Dec. 31. Cunningham & Walsh, 
New York, will take over the account Dec. 1. L. H. Martineau, director 
ot radio and TV for Standish, will join the C&W staff. Granville S. 
Standish Sr. and Leon H. Follett, senior principals of Standish, will 
retire. Myles Standish, president, and Margaret T. Deasy, secretary, 
will devote their time to outdoor advertising. Myles Standish is pres- 
ident of Standish Barnes Co., an outdoor company, and also presi- 
dent of the Outdoor Advertising Assn. of America. 


Price, Robinson & Frank Gets Swer! Account 

New YorK, Oct. 5—National Aniline division of Allied Chemical & 
Dye Corp. has appointed Price, Robinson & Frank, Chicago, to handle 
advertising of Swerl Suds, effective Oct. 1. Kenyon & Eckhardt is the 
former agency. 


‘Newsweek’ Boosts Stein, Adds Thompson 

New York, Oct. 5—Arthur Stein, promotion manager of Newsweek 
for the past 13 years, has been named director of sales development, 
supervising research, promotion and merchandising in the newly 
created position. He will be succeeded by Harry Thompson, formerly 
merchandising manager of Time, and previously promotion manager 
of Argosy. 


Lucien LeLong to Weiss & Geller 


Cuicaco, Oct. 5—Lucien LeLong Inc. has appointed Weiss & Geller, 
Chicago, to direct advertising of its complete line of perfumes and 
cosmetics. Plans now being made for spring, 1952, advertising call for 
extensive use of magazines and newspapers. Irving Server Advertising, 
New York, formerly handled the account. 


(Additional News Flashes on Page 83) 
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R&R and Broyles Agency Handle Ads for 
Combined Continental and American Flights 


Denver, Oct, 3—Continental Air 
Lines here, in conjunction with 
American Airlines, has initiated a 
newspaper campaign in Houston, 
San Antonio, El Paso and Los An- 
geles to introduce its new through 
passenger service from Houston to 
Los Angeles. 

The campaign actually is as 
much for American for 
Continental, since both companies 
benefit from the new through 
service, the first such to operate 
between Houston (and other cities 
in Texas) and the West Coast. San 
Francisco will be added to the 
routing, effective Nov. 1 

Ruthrauff & Ryan, for American, 
and Galen E. Broyles Co. here, for 


one as 


Continental, handle the joint ad 
program—Ré&R is in charge of 
scheduling and billing, while 


Broyles handles all production and 
creative work. 


s To avoid confusion, company 


names are omitted from the flight 
designations (although they do ap- 
pear in body copy, with emphasis 
being given to one or the other, 
depending on point of origin) and 
the trademark “Arrow” is used, 
i.e., “Texas Arrow,” “Los Angeles 
Arrow.” 

American handles 55% of the 
flight schedule, and Continental 
handles 45%. Advertising costs 
and commissions are split accord- 
ing to that ratio. 

In addition to newspaper adver- 
tising, television and radio spots, 
through Broyles, are being em- 
ployed. 


Wilcox Succeeds Bergersen 

John G. Wilcox, who has been 
with Hardware Age for 25 years, 
has been named New England re- 
gional sales manager. He succeeds 
Ole B. Bergersen, who will re- 
tire Nov. 1 after 34 years with 
Chilton Co., Philadelphia. 


Colgate Names Harris 
to Radio-Video Post 

Leslie Harris, eastern radio pro- 
gram manager for National Broad- 
casting Co., New York, has been 
named radio-television coordina- 
tor of Colgate-Palmolive-Peet Co., 
Jersey City. He succeeds James 
C. Douglass, who resigned to be- 
come v.p. and director of radio 
and TV for Erwin, Wasey & Co., 
New York. 

Mr. Harris left Benton & Bowles 
two years ago to join NBC. In 
his new post he will supervise 
Colgate radio and television shows 
costing approximately $20,000,000 
annually. 


Appoints Merritt Owens 

Kelley-Williams Motor Co., 
Kansas City Ford dealer, has ap- 
pointed Merritt Owens Advertis- 
ing Agency, Kansas City, to han- 
dle its account. 


Seeman Elects Jack Ogulnick 

Jack Ogulnick, with Seeman 
Bros., New York wholesale grocer, 
since 1925, has been elected assist- 
ant to the president. , 


We're flooded with orders since covering all lowa through the 
Des Moines Sunday Register.” 


Climb aboard, mate. . 


. the sales are fine in lowa. 


You can cover this whole prize state—the world’s richest 
farm market and an urban market bigger than cities like 
Philadelphia, San Francisco, Boston—simply and surely 
through the Des Moines Sunday Register. Total state 
spending: a plump 312 billion yearly! 


The Des Moines Sunday Register delivers better statewide 
coverage than most papers do in a city. Think of this! In 79 


of lowa’s 99 counties, coverage is 50% to saturation; in 12 
counties more it’s 40% to 49%. Nowhere is it less than 21%. 


So cast off . . 


. there’s smooth selling ahead via the Des 


Moines Sunday Register. Milline rate: $1.76. 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1951: 
Daily, 374,303—Sunday, 540,836 


THE DES MOINES REGISTER anv TRIBUNE 


Represented by: 


Gardner Cowles, President 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 


Doyle & Hawley—os Angeles, San Francisco 


Deferrable Ad 
Funds Advocated 
by College Dean 


Collins Reiterates 
Belief in Tax Plan 
For Ads, Obsolescence 


CLEVELAND, Oct. 2—Business 
needs increased productivity so it 
can turn out more and better goods 
and services at lower cost, and 
it needs funds available at the 
right time for the promotion as 
well as the production of new 
goods and services. 

To secure these things, two ma- 
jor promotional programs are es- 
sential: First, to educate the public 
on the need for increasing indus- 
trial productivity by getting and 
using better, more efficient ma- 
chines. Second, to secure tax laws 
which permit faster write-offs of 
machinery which has not worn out 
but is nevertheless uneconomical 
or inefficient to operate, and which 
at the same time permit funded re- 
serves for advertising and pro- 
motion. 


@ This is the opinion of Dean G. 
Rowland Collins of the school of 
business of New York University, 
expressed in a talk before the In- 
dustrial Marketers of Cleveland 
Friday evening. 

While making no _ prediction 
about the international situation, 
Dean Collins asserted that it is 
foolish to try to plan ahead for 
a total war, because such planning 
would probably turn out to be 
meaningless. He suggested, instead, 
that industry should plan on a 
“limited military economy” for a 
long time ahead 

Under such a set of circum- 
stances, he pointed out, “there is 
no sense to closing our eyes to the 
fact that substantial increases in 
advertising could have an infla- 
tionary effect.” And he warned 
that government economists have 
not necessarily stopped considering 
the possibility of an excise tax on 
advertising, as was suggested ear- 
lier this year by the Joint Con- 
gressicnal Committee on the Eco- 


| nomic Report. 


is, Dean Collins said, 


Advertising Age, October 8, 1951 


that neither general business man- 
agement nor advertising manage- 
ment is too sure of the real func- 
tion of advertising in a mobiliza- 
tion economy. We need, he said, 
“honest answers” to questions like 
these: 

“Do we sincerely believe 
advertising causes sales? 

“In actual practice, do we set 
our advertising budgets on this be- 
lief—or, by tying them to past 
sales experience do we actually 
demonstrate our belief that 
cause advertising”? 

“Do we honestly believe 
should—that institutional 
tising can actually 


that 


sales 


as we 
adver- 
increase good 


will, our most important capital 
asset? 
“Do we treat institutional ad- 


vertising this way” 

“Do we try to evaluate the cum- 
ulative effect of advertising on 
good will? 

“Do we recognize the possible 
loss of momentum in good will if 
we take a vacation from advertis- 
ing?” 


@ Funded reserves for advertising, 
under which the Treasury would 
allow a tax deduction for adver- 
tising in the year in which it is 
set up, rather than in the year in 
which it is actually spent, would 
solve many of the promotional 
problems of business and at the 
same time go a long way toward 
helping advertising iron out the 
peaks and valleys of the business 
cycle, Dean Collins said. 

(The National Industrial Adver- 
tisers Assn. is in process of organ- 
izing a committee to investigate 
the feasibility of funded advertis- 
ing reserves, or deferrable adver- 
tising funds, following publication 
earlier this year by ADVERTISING 
AcE of an editorial urging explora- 
tion of this idea.) 


‘Living’ Appoints White 

Gardner W. White, on the Street 
& Smith sales staff, has been 
named manager of the direct-by- 
mail and retail shops department 
of Living for Young Homemakers, 
an S&S publication. Thomas Bas- 
sett, formerly a real estate sales- 
man, has joined the magazine's 
advertising sales staff. 


Harcon Moves Office 

Harcon Inc., publisher of “Por- 
trait of America,” syndicated 
newspaper and industrial publi- 
cation programs, is now located 
in the Empire State Bldg... New 
York. 


TEXTILE 


Reporter 


Nearly 7300 textile units—over a million employes—spend- 


ing billions annually. 


Firms that are the nation’s top divi- 


dend payers, 


ting for tr d 
building, modernizing and equipping. 

profitable market where p ing is ‘a 9 
top key men, the majority of them regular Reporter readers. 


expenditures for 
Textiles is a broad, 


hb ant 


Reporter editorial policy is aimed specifically at textile’s top 
. A eL . . i. . 


~ 2 - 
visory executives. 


ing, Pp g and super- 


Men who decide on raw material and 


mairtenance expenditures as well as large capital invest- 
ments—your best and most important prospects. 


Continued loyalty—exemplified by testimonials and figures. 


ABC 
newals 74.75°—1 
subscriptions 65.13%. 


five-year averages show: 
Year 
All with an annual subscription price 


Home delivery 38.5°%—Re- 
renewals 75.23°)—Direct mail 


—twice other textile publications. 


EDITORIAL 


POLICY 


MERICAN 
WOOL & COTTON 


Delivering the technical as well as current industrywide news 
each week, when it is of greatest use, the Reporter's aggres- 
sive editorial policy enjoys national recognition. 
50% average reading space each week your advertising gains 
greater display—a better chance of being read. 


With over 


AMERICA’S TEXTILE WEEKLY 
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Youngsters are cautious and competent critics . . . National 
weighing, comparing . . 


. and, finally selecting their 


e 
preferences. As they scan the 400-odd comics books } OMICS 


on their newsstands, more of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality . . . 


quality of conception, writing, artwork, printing . . . all those things that (; roup 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National Represented by 
: ‘ ; Te ; , Richard A. Feldon & Co., Inc. 
Comics Group is doing a thoughtful and effective job . . . is presenting 205 East 42nd Street 


in a new garb those age-old charmers, Humor and Adventure. Our New York 18, N. Y. 


CHICAGO —_ LOS ANGELES 
advertisers benefit, too! SAN FRANCISCO PORTLAND 
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‘Look’ Names Dan Casey 

Dan Casey, formerly with ‘eo 
Brooks & Finle y, Cleveland, 
been named head of the Cleveli oa 
office of Look. He is succeeded 
at Story, Brooks by Robert Ickes, 
formerly with the Akron Beacon 
Journal 


Kunkel from Y&R to R&R 

Wallace M. Kunkel, formerly 
with Young & Rubicam, has joined 
the copy staff of Ruthrauff & Ryan, 
New York 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 yeors 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


Baseball Playoff 
Marked by Nets’ 
Razzle Dazzle 


Local Shuffle Fast, 
Too; Buchanan Gets 
Account, Choice Spot 


New York, Oct. 5—The country 
went baseball mad this week as 
the Brooklyn Dodgers and the 
New York Giants fought it out for 
the 1951 National League pennant. 
Nor was the frenzy expected to 
subside until the World Series 


“SCRIPPS-HOWARD 


Representatives: THE BRANHAM COMPANY 


ends. 

The Dodger-Giant playoff rated 
the full treatment from radio and 
television, which pulled out all the 
stops to cover the games that 
ended in a spectacular finish for 
the latter. 

Mutual Broadcasting System 
traditional radio network for the 
World Series—carried the play- 
offs. The first four and one-half 
innings of each were made avail- 
able for local cooperative sponsor- 
ship; the rest ot the games were 
aired by R. J. Reynolds Tobacco 
Co. Time for Camel cigarets was 
bought through William Esty & 
Co. 


@ Liggett & Myers Tobacco Co., 
regular season sponsor of the Gi- 
ant games over WMCA, New York, 


and upstate network of 20 stations, 
and WPIX (TV), New York, also 
was very much in the act. For 
the playoff Chesterfield bought a 
midwestern hookup of 40 stations, 
including WIND, Chicago, which 
it has been using to broadcast the 
Cub games this season, plus 40 
“miscellaneous” eastern stations. 


These 80 stations were in addi- | 


tion to the regular Chesterfield- 
Giant network of 21 stations. Cun- 
ningham & Walsh handles this 
sports schedule. 

Chesterfield’s sponsorship on the 
radio stations—excepting WMCA 
and WIND where Liggett & My- 
ers aired the full games—varied 
from station to station, with dif- 
ferent arrangements for co-spon- 
sorship and participations. 

On television Chesterfield 


TWO MILLION PEOPLE have paid their way to see The Midday 
Merry-Go-Round in a 15-year whirl on WNOX Knoxville, 
and uncounted millions more have heard it on the air. 

AND THERE’S A WAITING LINE of audience and sponsors for 
a radio show that is a Tennessee phenomenon. 


POTENT 
THAN 
EVER! 


- 


NEWS STORY from 


Sept. 3, 1951 


BROADCASTING « Telecasting 


KNOXVILLE, TENN. 


- 10,000 WATTS - 990KC - CBS 


RADIO, 


WNOX IS A BETTER BUY TODAY THAN EVER 
AND IS GETTING BETTER ALL THE TIME WITH 


@ MORE LISTENERS THAN EVER (no television competition) @ BETTER SERV- 


ICE AND PROGRAME THAN EVER @ HIGHER HOOPERS THAN EVER 
@ BIGGER MARKET THAN EVER @ MORE ADVERTISERS THAN EVER 


Advertising Age, October 8, 1951 
bought an NBC network of ap- 
proximately 45 stations for the 
second and third games. WPIX 
fed the games to NBC. 


es Sports scoop of the week went 
to CBS, however, which presented 
the first of the three playoff 
games on a hastily-assembled line- 
up of 41 TV stations Monday with- 
out benefit of a sponsor. This gave 
the network one of those firsts 
broadcasters like to talk about: 


| First coast-to-coast telecast of a 


baseball game. WOR-TV, 
York, which televises the home 
games of the Brooklyn Dodgers 
for Schaefer beer, fed the game to 
Columbia. 

The CBS coup resulted in fast 
action in video markets from coast 
to coast. In Chicago, for example, 
Buchanan & Co. had just been ap- 
pointed to handle the account of 
the Chicago Pepsi-Cola Bottling 
Co. and had signed for the closing 
spots on NBC's World Series tele- 
casts. Adjacencies on the telecasts 
of the playoffs, however, were 
spoken for. 

An agency executive happened 
to be talking to WBKB when the 
station got the word that CBS 
would carry the first game of the 
National League playoff. Casual 
mention of the fact by the WBKB 
sales staffer produced an immedi- 
ate order for the closing spot and 
an option on similar spots in suc- 
ceeding games for Pepsi-Cola. 


New 


e Although the conversation took 
place 20 minutes before game time, 
a film spot on Pepsi-Cola hap- 
pened to be at the station and was 
ready for screening as the game 
ended. 

It cost CBS-TV approximately 


$40,000 (commercial programs 
canceled to clear time for the 
event) to carry the game; rights 


and other charges were in addi- 
tion to this figure. 

Nobody was willing to say how 
NBC managed to move in to get 
the rights to the second game of 
the playoff after CBS had run 
away with the ball in the first 
game. 

However, it was assumed that 
it was at least partially a matter 
of bargaining between NBC, which 
had the video rights to the series 
sewed up, and WPIX, which reg- 
ularly covers the Giant games and 
was handling the cameras for the 
second of the playoff meetings at 
the Polo Grounds. CBS carried the 
first game in the playoffs with 


a pickup from WOR-TV, regular 
Ebbets Field station. 
@ Observers figure that WPIX, 


which televised the season Giant 
home games for Chesterfield, 
agreed to feed the playoffs to 
NBC in exchange for the privilege 
of carrying the World Series. 
WPIX is including Gillette com- 
mercials during the series but does 
not get any payment. 

Schaefer beer (Batten, Barton, 
Durstine & Osborn)—regular sea- 
son sponsor of the Dodgers on AM 
and TV—carried the playoffs on 
its usual stations, WOR-TV and 
WNHC-TV, New Haven, and 
WMG\I, New York. 

World Series backer again this 
season is Gillette Safety Razor 
Co. (Maxon Inc.), which has 
cleared an augmented lineup of 
Mutual AM stations and NBC 
video stations. 


‘Parade’ Names Metash 

Carl Metash, formerly plant 
superintendent for Neo Gravure 
Printing Co., has been appointed 
production manager of Parade, ef- 
fective Oct. 8. Mr. Metash’s duties 
will include correlating the print- 
ing quality of Parade’s plants in 
Philadelphia, Louisville and St. 
Louis. 


Columbia Shifts Goshen 

Ralph W. Goshen, formerly of 
W8BBM, CBS-owned Chicago sta- 
tion, has joined CBS Radio Spot 
Sales in New York as an account 
executive. 
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see how newspapers 
fake your advertising. 
_ to housewives in the 
_ Nation's No.2 Market! 


Just published, the second in a series of independent 
studies by Publication Research Service presents compre- 
hensive data on the net market coverage of all Chicago daily 
newspapers—including a special section on Chicago daily 
newspaper coverage of housewives. It shows 


» resent the 


Ir 


eee how much of the housewife market is reached by 
each newspaper and by all possible combinations of 
newspapers. 


eee the amount of cross-duplication in every combination. 


eeeunder and over 45 age group breakdowns of house- 
wife readership of all Chicago daily newspapers and 
combinations. 


This is the second in a series of studies 
sponsored by The Chicago SUN-TIMES 
as a service to advertisers and their repre- 
sentatives. Like its predecessor, published 
in 1949, the study was made by Publi- 
cation Research Service. Neither inter- 


The research shows that no single daily newspaper reaches 
the majority of Chicago-area housewives. You need a combi- 
nation of newspapers to attain coverage of more than 45%. 

After you have reviewed this study, check your Chicago 


iewers spondents knew wh ; ; . 
ee ® pene yf study, ‘identified merely rate cards. We believe you will agree that by itself or in combi- 
an investigation of Chicago daily news- nation, The Chicago SUN-TIMES represents outstanding 
paper reading. value for your Chicago advertising dollar. 
EXCLUSIVE READERSHIP —HOUSEWIVES UNDER 45 HOUSEWIFE COVERAGE OF TWO NEWSPAPER BUYS 
City and Suburbs City and Suburbs 
14% 14% TOTAL MARKET 
a at 
SUN-TIMES 1 32% |33% 
pone ps 11% plus Tribune L_23% | ]68% 
HERALD- L } 43% 132% 
ae: AMERICAN plus Tribune Lb 320% | _ 64% 
at TRIBUNE [ T 36% 145% 
plus Daily News L__ 52% __ _ 60% 
sun-times —s[ | 22% 133% 
= — — + plus Daily News [23% ; 157% 
DAILY News | 1 22% 131% (Left-hand figures show % 
plus Herald-Americon L21%! __]57% “aso cecderthtg dugttanned 
, x 133% at 9am Le rena 
SUN-TIMES + 36 ‘es show %of net house- 
SUN-TIMES Tribune —_Herald- Daily anon taint Mooeiare le 159% wife market reeched.) 
American News 


CHICAGO 


SUN-TIMES 


211 W. WACKER DRIVE, CHICAGO 6 « 250 PARK AVENUE, NEW YORK 17 
TOTAL CIRCULATION 607. 847 AVERAGE NET PAID DAILY CONCENTRATED WHERE MOST 
7 


OF THE BUYING IS DONE! 


(ABC Publisher's Statement, 3-31-5!) 
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Ad Students Will See How Bendix Campaign 
Is Developed, Even Before First Ad Runs 


Benp, Oct. 3—A new 
twist has been added to college 
advertising and marketing cur- 
ricula this fall by Bendix Home 
Appliances. Frank S. Ryan, direc- 
tor of advertising and sales pro- 
motion, has announced a program 
that will give college students a 
chance to follow a national mer- 
chandising-advertising campaign 


from start to finish. 

Bendix is providing advertising 
and marketing instructors with 
weekly reports on a new auto- 
matic washer campaign which is 
being introduced in the Oct. 15 
Life. Newspapers and trade pub- 
lications also will be used, through 
Tatham-Laird, Chicago. The theme 
of the new campaign is “Five Min- 


SOUTH 


ute Miracle.” 

“Photostats of conference re- 
ports, original and later layouts, 
copy changes, dealer instruction 
booklets, readership tests and the 
campaign's results,’ Mr. Ryan 
said, “will be sent to the professors 
during the campaign. A full re- 
port will be available before the 
current semester ends.” 

Mr. Ryan points out that the 
plan will give students a case his- 
tory of a campaign as it develops 
rather than after it is completed. 


Y&R Promotes Anthony 

Jack M. Anthony, art supervisor 
at Young & Rubicam, New York, 
has been appointed senior art 
supervisor. Carl S. Harris and Har- 
low L. Rockwell, art directors, 
have been boosted to art super- 
visors. 


Horn Joins Goodyear Tire 

James Horn, formerly with 
Koehl, Landis & Landan, has 
joined the export advertising de- 
partment of Goodyear Tire & Rub- 
ber Co., Akron. 


| 92% 


of all World-Telegram and Sun 
Copies sold, are brought home* — 
where buying decisions are made. 


125 BARCLAY ST., NEW YORK 15, N. Y. 


Or Scripps-Howard General Advtg. Offices » 230 Park Avenue, New York City » Chicago * San Francisco + Detroit * Cincinnati * Philadelphia + Dallas 


Advertising Age, October 8, 1951 


Promotion Men Told 
of 40% Turnover in 


National Ad Accounts 


New ORLEANS, Oct. 3—The “tre- 
mendous” turnover of national ad- 
vertising accounts in newspapers 
was deplored here Monday by 
Douglas Cornette, of the Louisville 
Courier-Journal, in an address to 
the opening session of the southern 
regional meeting of the National 
Newspaper Promotion Assn. 

Mr. Cornette asserted that news- 
papers have failed to do a good 
enough job for advertisers, and as 
a consequence “we lose 40% of our 
national business every year which 
we must resell.” 

The reactions of a space buyer 
toward newspaper promotion were 
presented to the meeting by Harley 
Howcott, media director of Fitz- 
gerald Advertising Agency here. 
Mr. Howcott pointed out that there 
is an overabundance of useless 
promotional material. As an ex- 
ample he cited the fact that more 
than half of the material in his 
morning mail was worthless 

He suggested that promotion 
men should be more aware of the 
reader's interest when preparing a 
presentation, and should make cer- 
tain that essential data and mean- 
ingful information are included. 


New RCA Home Air 
Conditioner to Be 


Marketed in January 


Campen, N. J., Oct. 3—RCA Vic- 
tor, marking its first entry into 
the field, will market a room air 
conditioner in January. RCA will 
distribute the new branded line 
through its present nationwide or- 
ganization of independent home 
instrument distributors and retail- 
ers 

Current plans call for introduc- 
tion of three models: a one-third, 
one-half and three-quarter horse- 
power unit, all of the window type 
New designs and specifications wil! 
be manufactured under arrange- 
ments with the Fedders-Quigan 
Corp., Buffalo 

Prices have not as yet been 
determined, but the company 
stated they will be competitive. 
Initial shipments will go to dis- 
tributors early in January 


wv 


e In a letter to distributors, Frank 
M. Folsom, RCA president, said 
this expansion follows a “long and 
continuous survey and study of 
the industry, which was intensified 
in the past year.” 

A separate department within 
the RCA Victor division will be 
organized to handle the new line, 
and will include sales, merchandis- 
ing, engineering and advertising 
groups. 


Seek Beer Ads on Radio 
Central Canada _ Broadcasters 
Assn. has voted to petition pro- 
vincial authorities to lift present 
restrictions on beer and _ liquor 
advertising in Ontario. 


Smith Names Grabe S. M. 

A. R. (Gus) Grabe has been 
named national sales manager of 
the Fireguard division of 
Smith Mfg. Co., Chicago 
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BINDERY CO. Inc. 
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PEOPLE 


You'll never be the people’s choice 
Unless you use the human voice. 


We don’t have to sell radio to the nation’s 
political parties. They know, as every politician in 
history has known, the power of the human voice. 
Candidates for office were among the first users of 
radio. And network radio is the only truly national 
advertising medium used extensively by the na- 
tional parties. 

With network radio they can use the human 
voice to reach the nation. And the human voice can 
successfully sell the intangibles—good will, per- 
sonality, policy-——just as it sells actual merchandise. 

Isn’t it logical that network radio should be 
your primary public relations instrument? If you 
are an institutional advertiser, then you are selling 
intangibles. You are selling the good will, the per- 
sonality and the policy of your company. On NBC 
you use the human voice to sell these qualities to 
the largest audience in all advertising. In fact, not 
only the commercial message, but the entire pro- 
gram becomes your ambassador. 


NBC leads all other networks in the number 
and prestige of its institutional advertisers. On 
NBC you will join company with Cities Service, 
Firestone Tire and Rubber, United States Steel, 
American Dairy Association, Bell Telephone, Rey- 
nolds Metals, American Trucking Association, the 
Du Pont Company, Standard Oil of California, and 
numerous others. 

These advertisers are using the warmth and 
conviction of the human voice to present their mes- 
sages. And they’re using NBC so that the greatest 
possible number of people will be convinced. 


a service of Radio Corporation of America 


et ee eer ae ae + ae oe oan SS a: ie 7 iS. oo 
s ' ca 
<a 
aa 

2h 
Ae 

* 

« Aes 

5. = Hatt 

4 ‘4s 

- : 2 at 

~ - oy © ; ae 

ee xy rst 

Po) 
See 

ate 

: sell better s 
oe 
—hd : . 4 ne a 

| y ay than paper 8 

Pe = Et f " ~ ae 
, i ox, 5 

~ é a a oh 

4 Vo Te — oi: 

Ne “a ¥ 4 

m™ . 2s FP 4 

ph i “ag a 

&. 4 | 3 

> > & j i ae 

* t 

: Te 

vos. : py 

“<r < ak ‘ a» + we 

“Syhice pe ae 

oF re, : _ ae 

' eae 

ib : a 

im 4 Sy a 

: Bes 

Ron: x & au: x ) 2 

~A @e xy e ; ~s eon 7 on ' i. 

ov\% be & eo haw [6,8 : F hat 

> ( ‘ ae ide 

: re ‘Ss Pe Oa | oe 
' ; as 

: \ pa | 

ute “ane 

‘Sones a ‘gets 

‘ bs a ‘ se hg 

~ WEA A A A } coe 

if me I ie i 

ie 

< " oe Bs, 
=. 

| a a 
s -~ a 
4 P/ ee 

; Cae 
ty i» 

ieee i, 

i abet 

Y ; xa ~ . 5 3 ; . ce “ig 

4 be ie 

F 

*s 

Sah 

. NBC Radio Network Pc 
FREE CHANCE ita 

Bes 

‘ — Ph & 


Cw Resa 
ae 
Eas aapaeavernt 


¥ 
—s 


Live or Kinescope? 
Ratings May Differ 
for National Shows 


(Chart Page 81) 
Cuicaco, Oct. 4—Some network 
television shows have considerably 


on 


LONSOLIDATED 
is on the move! 


. to our new 215,000 squore 
foot, all-on-one-floor plant in 
Nassau County. Our new setup will 
make us one of America’s most 
modern ond efficient lithographers 
better equipped and better 
able to serve you better. 


CONSOLIDATED °:: 


xiwr 
Place 


Seer to be of Lien Co 


higher ratings for the live version 
than for kinescope versions, but 
some kinescoped versions may out- 
draw the live shows from which 
they are taken. 

This is shown by Jay & Graham 
Research's Videodex reports for 
August. Thirty-four TV shows (all 
those which had national ratings 
of 10.0 or better) were analyzed 
to find how well the kine and live 
telecasts were doing. Of the 34, 


21 showed larger audiences for 
live telecasts and 13 did better 
kinescoped. For some reason, 10 


of the latter 13 are seen Thursday, 
Friday and Saturday evenings. 


@ The comparatively high rating 
of some kine telecasts results from 
the fact that more of these are 
used in single channel markets 
where there is no competition from 
other shows. But time buying 
practices also account for some of 
the difference, in the opinion of 
Charles Callard, research direc- 
tor for Videodex. 


“For some time,” he told AA, 


“aggressive agencies and adver- 
tisers have had fulltime men on 
the road persuading station man- 
agers to take their programs. If 
these men are unable to obtain 
live clearances, then the next step 
is to persuade them to telecast the 
kinescopes of the same programs 
at another hour and frequently on 
another day. 


@ “The success of some kinescopes 
for obtaining coverage varies de- 
pending entirely upon independent 
placement and skilful time buying. 
For example, the rating for ‘Rac- 
ket Squad’ is 29.7 in Milwaukee 
where it is seen Friday at 9 p. m., 
and only 11.0 in St. Louis at 11 p.m. 
Saturday, and was a mere 1.9 in 
Toledo at 3:30 p.m. Saturday— 
but climbed to 28.3 in Toledo when 
the time was changed to 8 p.m. 
The table [on Page 81] shows the 
large variation in the ability of 
sponsors to use kinescope telecasts 
successfully. 

“The variation in some respects 
is also due to the quality of the 
kinescope .. .” 


Avco Presents 
Ad Plans with 
Stops Pulled Out 


(Continued from Page 1) 
Douglas Fairbanks Jr. 

Just before the sketch began, 
with the audience listening to an 
orchestra playing show tunes, 
twisting uncomfortably on _ the 
Commodore Hotel ballroom chairs 
and speculating on the outcome of 
the jackpot Giant-Dodger game, 
an apprehensive reporter heard 
one of the production's impresarios 
hurry out to Mr. Emanuel. “Fair- 
banks has been looking over the 
script,” he said, “and he thinks it’s 
a little heavy-handed. He said it 
was intentionally so.” 


e Anyhow, the sketch, “Flight in- 
to Freedom,” presented in six 
scenes the story of a refugee who 


+ 

. 

' “Two things fill the mind 

‘ with ever new and increasing 

* 

. awe, the oftener and the more 

: steadily we reflect on them: 

: the starry heavens above and 
the moral law within.” 

. 


Immanuel Kant—Copy writer 


His stature was small —but his genius was monumental. 


Kant is only one of the great thinkers of the past who are 
providing the copy for Container Corporation’s current consumer 
campaign, “Great Ideas of Western Man.” Each advertisement in 
this fifteen-month-old campaign is devoted to an immortal obser- 
vation on such timely topics as government. free speech, moral law. 
Each idea is an effective weapon for our times. 


Letters from readers and enthusiastic reaction in the trade 
indicate that Container Corporation (our client since 1936) has 
hit on a great idea for making the nation more aware of its herage 


and institutions. 


N.W. AYER & SON, 


INC, 


Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 


Advertising Age, October 8, 1951 


escapes from behind the Iron Cur- 
tain, makes his way to America, 
and eventually winds up in an 
apartment kitchen studded with 
Crosley appliances. 

The sketch was produced and 
directed by Walter Craig, Benton 
& Bowles v.p. for radio and TV, 
and written by Irving Gitlin, CBS 
staffer who produced “The Na- 
tion’s Nightmare.” 

Whatever Mr. Fairbanks’ pre- 
liminary misgivings may have 
been, he threaded his way through 
the script smoothly. Mrs. Anna 
Kasenkina, who leaped to freedom 
from the window of the Russian 
consulate in New York, and Gen. 
Albert Wedemeyer, who recently 
retired from the army and joined 
Avco, both spoke briefly. They 
liked the sketch. 

In a followup, Crosley’s out- 
spoken general sales manager, 
W. A. Blees, talked frankly about 
the appliance business, the reasons 
for the contest, and the inventory 
muddle. 


e He said the $2,000,000 contest 
launched in 1949 was a success, 
that it had jerked Crosley from 
tenth in the industry (in refriger- 
ator sales) to among the big three 
The new contest, “the most spec- 
tacular promotion of all time,” will 
involve Crosley, its distributors 
and dealers, with a sizable shot 
of community relations—up to 
$500,000 may go to churches and 
charities. The object of the con- 
test, besides building traffic and 
sales, is to build the sales force 
and to show dealers that there are 
other sales tactics besides price 
cutting. 

This is the Blees version of the 
appliance debacle: 

Despite Crosley’s constant warn- 
ing to dealers not to overstock 
(a 30-day inventory was ample, 
Blees said), the panic which fol- 
lowed the Korean war caught the 
company. When government 
spokesmen began to promise less 
materials the company went into 
a manufacturing marathon. “Nine 
times out of ten, a decision made 
in fear and haste is wrong,” Mr 
Blees said, “and we built more 
than we should have and the deal- 
ers bought more.” 


s The imposition of controls ag- 
gravated the situation. “In my 
opinion the time to impose controls 
was immediately, not in January.” 
The promise of rollbacks brought 
the buying public to a standstill. 
And then came the downward 
spiral of dealer price cuts, first 
in TV, then in the white goods of 
the appliance lines 

As for the future, costs are go- 
ing up, labor is going up, unit vol- 
ume will be down, a combination 
which, Mr. Blees said, can only 
result in higher prices 

Crosley demonstrated the $2,- 
000,000 with two models bringing 
in fat packets of $10,000 bills. The 
models were well guarded (the in- 
surance cost to Crosley for the 
display of the money was nearly 
$1,000) and policemen trailed them 
as each carried one through the 
audience that the spectators 
could feast their eyes on the 10-G 
note 

Much of the spectators’ interest 
lay in the picture, which turned 
out to be that of Salmon P. Chase, 
Secretary of the Treasury under 
Lincoln and originator of the Na- 
tional Banking System in 1863. 


sO 


There are only about 1,100 of 
the $10,000 bills in existence. 
“Never saw one myself,” Mr 


Emanuel said, as the model passed 


| him. 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph. mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery. fast and accurate work, 
of experienced rsonnel, 
always in line E LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5. 
(Now in our 23rd successful year.) 
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Toledo Craftsmen Build 
Pages 4-5-6 
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The Toledo Sunday blade 
Color-Roto “Pictorial” ts 


The Cover Photo 


On the full color cover of the 
Sunday Blade Pictorial (shown 
ever), the superintendent of 
construction and a foreman of 
the American Shipbuilding Co. 
check the plans for the 647-foot 
cargo vessel Edward B. Green 
—targest ship to be built in a 
Tolede dock for many years. 


American Shipbuilding is one: 


of Toledo's important water- 

front industries, employing 

more than 700 skilled Toledo 

workers on a two-shifts-a-day 

work schedule. 

Coler photo by Toledo Blade staff 
photographer Dwight Boyer. 


ee - Ve CS ior the 12 months ending June 30, 1951, the Sunday Blade 
“Pictorial” was 11th in total advertising among the 48 U. S. Sunday 
newspaper roto magazines. 


2 years ago it was 30th! 


And fur this same 12-month period the Sunday Blade “Pictorial” was 


@ Sth in General Linage 
@ 9th in Automotive 
@ 13th in Retail 


Here’s Why! 

The “Pictorial” is a colorful, well-printed, LOCALLY-EDITED 
MAGAZINE—built around /oca/ features and pictures. No other Sunday 
supplement covers the Billion-Dollar Toledo market, which both 
industrially and agriculturally is one of America’s most important. 


And Sunday Blade CIRCULATION is UP! 


On Sunday, September 16 (the last Sunday for which figures are available) 
it was 159,423, up 19% over two years ago. 


TOLEDO SUNDAY BLADE 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
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WASHINGTON, Oct. 1—Retail sales 
have resumed a trend upward 
as compared to sales of a year 
ago. Following a marked dip for 
the week ended Sept. 15, when 
sales were off 10%, Federal Re- 
serve Board figures for the week 
ended Sept. 22 show sales off a 
slight 1% over the corresponding 
week of 1950. 

This minus 1% figure is the 
closest approach to a “plus” re- 
port since July 7 of this year, 
when department store sales 
equaled sales of the corresponding 
week in '50. 

Alexander Hamilton Institute 
economists predict that sales dur- 
ing the remainder of this year 


DEPARTMENT STORE 


SALES INDEX 


. 1995-39 EQUALS 100 


Week to Sept. 22, '51* p319 
Week to Sept. 23, 50*..322 
Week to Sept. 24, '49*..292 
Week to Sept. 25, '48*..319 
Month of Aug., °51*..p267 
Month of Aug., "50*..r282 
pPreliminary 


*Not adjusted seasona ally 
rRevised 


Sai Shee SRN 


should make a much more favor- 
able comparison with those of a 
year ago than in July and August. 
Its latest bulletin suggests that, 
if the recent improvement is main- 
tained, sales in the last quarter 
should top those of the same period 
last year, thus assuring that the 
dollar volume for the full year of 


1951 will be greater than in any! 


preceding year in history. 


@ Leaders among the districts re- | 
porting to the Federal Reserve! 


Board for the week ended Sept. 22 
are Dallas (up 16%), Atlanta (up 
11%), St. Louis (up 8%) and 
Richmond and Kansas City (both 
up 4%). Largest district losses 
were registered by New York, off 
8%; Minneapolis, down 7%, and 
Philadelphia, also down 7%. 

Houston recorded the largest 
gain for the period, a whopping 
45%. Wichita was up 23%, Mem- 
phis 17%, and New Orleans 15% 
Cities reporting losses _ include 
Providence, off 15%, and Duluth- 
Superior, Newark and Philadel- 
phia, all down 10% 


% Change from ‘ww 
Week Ended 


Federal Reserve Sept. Sept. Sept. 
District and City * 5 2 
UNITED STATES — -—0 —! 
Boston District 41-v —%# 
New Haven i-— 7 —4 
Boston 6 —10 2 
Lowell-Lawrence 5 -21 —9 
Springfield 2 5 0 
Providence o —244 —15 
New York District irieo —s# 
Newar -- —10 —10 
Buffalo 3-13 -—€6 
New York 1 wo —9 
Rochester 2-12 —6 
Syracuse 4r-9 —l 
Philadelphia District + —- —3 
Philadelphia —9 —4 —10 
Cleveland District —_— -Mw —t1 
Akron i 7 2 
Cincinnati 8 20 1 
Cleveland 0 11 5 
Columbus 2 —i4 4 
Toledo 3 7 3 
Erie 5 —15 4 
Pittsburgh 4 7 3 
Richmond District —!i rr 4 
Washington 3 —11 0 
Baltimore —2 4 & 
Atlanta District -—7 —M i 
Birmingham —8 —20 ll 
Jacksonville 4-74 - 
Miami —7 rT ° 
Atlanta —12 r—10 14 
Augusta 13 9 ° 
New Orleans —12 —14 15 
Nashville —7 —13 6 
Chicago District —_ —s o 
Chicago -2 —3 1 
Indianapolis —3 —10 5 
Detroit —3 -8 7 
Milwaukee —13 —11 2 
St. Louis District —# r—i1 x 
Little Rock —17 12 4 
Louisville —s8 -—4 11 
St. Louis Area —S —14 2 
Memphis —13 amid 17 
Minneapolis District — -l —7 
Minneapolis oo —8 —5 
St. Paul —9 —17 


Dallas District —io —t8 16 
iz 2 } Sun Shi ight On PADUCAH 
El Paso 9-4 3 The Sun Shines Bright On one 
Fort Worth 19 r—6 7 pest s 
cage oles 72 & = @ $500 Million Atomic Plant Is Going Up. 
San ntonic ’ 2 ~ ome 
San Francisco District 1—2 —8 7 \ @ Two $88 Million Power Plants Are Rising. 
zeles a 2 1 
Fm 1 438 ~ @ Bank Clearings Are Up 50% Over 1950. 
San Diego 1 15 2 
Duluth-Superior 4 —9 —10 San Francisco 13 3 -2 - a 
= yr [a4 The Paducah SunDemecrat 
maneee ow Cetra 8 8] Sek take Gt en he Paducah 
Wichitz 10 9 23 Seattle 1 7 
Kansas City 9 —18 ‘9 Spokane ‘4 4 25,000-Plus Paducah, Ky. Burke, Kuipers 
St. Joseph 5 |(W 7 ——- a 
Oklahoma City 18 —16 —4 rRevised Daily - Sunday & Mahoney 
Tulsa —5 3 14 ‘Data not available 
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a's market? 


ng the first six months of 1951. Advertising pages far in 
of previous years. Reader response immediate and tremendous 
use of intense interest in editorial and advertising material. 


A FEW carat FISHERMEN: 
1. Fred Arbogast Co, 11. Newton Line Co. 
2. dAshaway Line and ‘12. Orchard Industries 


3. a ll " ‘eaten COMPARE EDITORIAL T! Aimed at the ‘ ‘new, sportsmen’s 
4. Gephart Mig. Co. 14. Rain Beau Products market, represented by a rease of 15 milli , 
5. Good-All Electric 15. Shakespeare Co. licenses during the years 1945 to 1950. Technical informa 
Mfg. Co. , 16. South Bend Baif Co. sented in interesting, non-technical language. Plenty of pictures and 
ee 1. True “how to” articles. 
. 18. US. 


COMPARE READER ACCEPTANCE! “New” sportsmen recognize and 
appreciate a magaziné that shows them how to get mor he 
sport of thei . Reader suggestions on: 
of readership. a 


ai oF 


GH THE FACTS ! They bite 


more often when the bait is attractive! 


CHICAGO « 612 N. Michigan Ave. © SU 7-1585 
NEW YORK « 55 W., 
BOSTON * 140 Fed 
SAN FRANCISCO®S ST Past $t. © SU. 1.5568 
LOS*ANGELES’ 2330 W. Third St. © BU 7 
MIAMI BEACH © 420 Lincoln Road *- 
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Further Thoughts on the Jones Case 


Duane Jones has said that he wanted to bring the matter of what 
he calls “account piracy” to the forceful attention of the advertising 
field, and there can certainly be no doubt that he has done so. 

Some advertising people contend that the airing of the Jones situa- 
tion has already accomplished a great deal, and that there will be 
gfeater reluctance to “pirate” accounts in the future because of the 
fear of similar public airings. It is our own suspicion that the Jones 
case has been a valuable object lesson to the field, but not in precise- 
ly the manner suggested. 

Duane Jones’ squabble with his former employes has served notice, 
im pretty forceful terms, that agency principals who intend to hold 
their business together must actually work at the job. It has demon- 
strated, once again, that the advertising agency business is a person- 
al service business, and that it takes smart and alert individuals, 
actively working at it, to keep such a business together. There is very 
littie of an institutional character to the business. 

The designation of what happened in the case of the Jones agency, 
ana in 
Piracy” seems to us a slight romanticizing of the facts. In fact, it is 


numerous similar if less spectacular instances, as “account 


impossible to “pirate” an advertising account, or even to “steal” one. 
The most that one can do is to “elope” with one. 

The distinction is important. Piracy or stealing implies the expro- 
priation of some one else’s goods without asking the consent of either 
the owner of the goods or the goods themselves. But no agency “owns” 
am account, and no account has ever been taken from one agency to 
another without the consent of the account. 

Thus the crux of the whole matter is simple to state, no matter how 
If the account is satisfied 
within or with- 


difficult it may be to make it function: 
where it is, and just so long as it is satisfied, no one 
out the present agency—can “pirate” it away. 

It might. also be a good thing to remember that if a man runs off 
with your wife (provided he does not actually kidnap her), you may 
be able to make it extremely unpleasant for the man and also for 
your wife, but there is no way we know of to force your wife to re- 
turn to vou against her will. And the same is true of an advertis- 


ing account 


Researching Business Paper Research 
We like the approach to business paper readership research taken 
in a talk to the in- 
dustrial session of the Assn. of National Advertisers. 


last week by Fergus Mead, v.p. of the Buchen Co., 


“We need constantly to be on our guard against making statistics 
Mr. Mead said. And again: “Facts, in readership re- 
As 
we attempt to marshal them into order, we must be eternally wary 


into symbols,’ 
search, have a habit of being jumbles of figures—dull statistics 
about giving them more, or less, than their due.” 

In the field of business paper advertising readership particularly, 
it is essential to be “eternally wary” about interpreting and acting 
upon the facts. Sampling a business paper audience in terms of a 
particular advertiser or advertisement is much more difficult than 
sampling a general magazine audience, because business paper read- 
ers may be extremely dissimilar in respect to their buying power or 
interest in a particular product 

Thus business paper advertisers must exercise great care in inter- 
preting anfi using readership figures on a particular ad or series of 
ads. They can learn from the readership studies, but not unless they 
first learn not to be misled by them. The problem for most advertis- 
ers in this field is still to develop maximum impact on logical pros- 
pects, rather than merely to get high readership figures 


Progressive Grocer 


‘I think I'd try cutting down on his breakfast cereal.” 


What They're Saying 


A Congressman Speaks 
on Mail Rate Increases 

Faced with the probability of 
approving an increase in salaries 
for postal employes later in the 
week, a bill which had already 
been approved by the Senate, the 
House went to work on Tuesday 
on the bill to increase postal rates. 
For years the Post Office Depart- 
ment has operated under an ever 
increasing deficit. Last year, the 
deficit approximated $500,000,000 
A comparable deficit is in prospect 
for this year, even without taking 


into account the additional in- 
crease attributable to the pay 
boost 


The new rates proposed in the 
bill brought in by the post office 
and civil service committee did 
not attempt to make up the entire 
deficit, because of the harmful ef- 
fect such action would have on 
many businesses. They aimed to 
recapture approximately $138,- 
400,600 by raising the rate for post 
cards from 1¢ to 2¢; by raising drop 
from l¢ to 2¢; by a 60% 
increase in second class mail, ap- 
plied in three steps of 20% each 
year over a period of three years; 
by raising the third class minimum 
mail rate on pieces mailed in bulk 
from 1¢ to 1'2¢; and by raising the 
special services, such as registered 
mail, insured mail and special de- 


letters 


livery mail in varying amounts 
The amendment offered by Con- 
gressman Lyle, of Texas, to cut 
squarely in half the new rates for 
second mail provoked the 
major fight on the floor. Principal 


class 


| pounds 


users of second class mail are the! 


newspaper and magazine publish- 
ers. Lyle’s amendment, which was 
accepted by the House, proposed 
to limit the increase to 10% each 
year for three years, rather than 
20%. 

One of those speaking for the 
amendment was Congressman 
Usher Burdick (R., N. D.), one of 
the best loved members of the 
House. Burdick, hulk- 
ing, able man, grew up in North 
Dakota when it still Indian 
Territory and is the model of a 
homespun philosopher. He is com- 
pletely independent, voting as fre- 
quently against his party as with 
it, and his speeches are unique, as, 


a friendly, 


was 


for instance, this one in favor of 
the amendment 

“I am discussing this matter 
with a clear conscience, because 


I have no interest in any newspa- 
per, and, as a matter of fact, very 
few of them have ever shown any 
interest in 

“IT am one congressman who can 
read. It is sometimes said that we 


me. 


cannot, but I learned to read from | 
a little country newspaper. We did 
not have books in the early days | 
of the West. The whole community 
where I was raised had one paper 
that came monthly. The name of | 
that paper was Farm Home and | 
Fireside. The whole community 
used it. From that little paper that 
cost 25¢ a year I learned to read. 
I can understand what I read, too, 
vecause it was hard to get what 
little training I had. 

“Most of the publishers who 
‘ame before our committee signi- 
fied a willingness to have postal | 
rates increased, but none of them | 
or a minute thought this Congress 
would boost them 60% at enei 
stroke. That action makes me} 
think of Chief Gaul, the great 
Sioux warrior. After he left the 
warpath and started in the process 
to be a white man, he did not have 
io hunt and fight almost continual- | 
lv, as he had done. He settled | 


down to peaceful ways and got| 
fat. Someone told him there was} 
i medicine that would reduce him 
50 pounds in 50 days. One dose per 


day for 50 days. He tried it and 


at the end of three days he weighed | 


himself and found he had lost three | 
He then decided there 
no use of waiting 47 days} 
longer and that he could get the) 
desired result from taking all the 
rest of the medicine at one dose. | 
He tried it, and thus closed the 
career of one of the greatest fight- 
ing to inhabit the 
West 

“We are trying to do that in this 
bill; we are giving the newspapers 
of this country and the magazines 
the whole dose at one shot.” 


was 


Indians ever 


Sidney R. Yates, Member of Con- 
gress, 9th District, Illinois, in a letter 
to constituents 

Aggravation 
While hayfever victims, with 


whom we deeply sympathize, have 
been pestered by pollen, we have 
been suffering, intermittently, from 
a kind of acoustical allergy caused 
by a sound-truck. 
Sound—over-amplified and un- 
solicited—produces in us an irri- 
tation that is well-nigh intolerable; 
and know the frustration of 
the hayfeverite, plagued by the 
noxious but seemingly empty air, 
with no place to hide his head. 
The sound-truck that assaults 
our ear, willy-nilly, with a gar- 
gantuan hullabaloo, is pestiferous, 
to say the least. We dream of the 
day when a perambulating loud- 
speaker will be considered a blot 
on the bailiwick—a civic pariah, 
as disreputable as ragweed. 
‘Footnotes,”” published by Howard 
H. Monk & Associates, Rockford, Ill 


we 
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Rough Proofs 


Bert Wilson, who tried unsuccess- 
fully for Chesterfield to keep the 
Chicago Cubs out of the National 
League cellar, hopes to have much 
better luck with Standard Oil and 
the Chicago Bears 


a 
“Love thy customer” will be the 
slogan of the chain store grocers 
from now on, since Jean Rindlaub 
told them that women want most 
of all to love and be loved 


. 

A correspondent who noted that a 
recent convention theme was billed 
as the effect of the cold war on ad- 
vertising suggests that to the boys 
in Korea it's a plenty hot war. 

a 

Don't let your advertisers get 
too close to your composing rooms. 
Newspapers say their good depart- 
ment store customers keep chang- 


ing the ads right up until press 
time 
+ 
Some good copy for the All- 


Year Club was found in this classi- 
fied ad by an ad writer: 
“Asking top money 

West Coast.” 


Discount to 


Oakleigh R. French is celebrat- 
ing the 20th anniversary of his St. 
Louis agency, and his clients show 
their faith in his future by refer- 
ring to him as Oak 


Mothers think the National In- 
stitute of Diaper Services is en- 
titled to this rather high-flown 
designation for having promoted 
the greatest labor-saving device 
on record 

e 


A farm publication describing 
“the best farm market and the best 
media in that market” probably 
had no intention of promoting any 
of its esteemed contemporaries 

7 

A new detergent advertiser pro- 
moting his product as “Professor 
Foster’s Discovery’ may have 
trouble getting housewives to re- 
member seven syllables while com- 
petitive products demand recol- 
lection of only one 

+ 

Advertisers pondering the value 
of repetition of copy may note that 
sponsors using Hopalong Cassidy 
and other western films simply 
keep them going on TV until they 
wear out. 

+ 


Keith Evans has been appointed 
western representative of the 
Hitchcock publications, again prov- 
ing that success in advertising is 
almost assured if your name hap- 
pens to be Keith Evans. 


“In golf,” Y&R, “the dif- 
ference between a pretty good shot 
and a great shot is often only a 
minor change in stance or swing 
or grip.” 

That’s what your pro has been 
telling you right along 


Says 


The toughest part of the job of 
advertising manager for a bathing 
suit manufacturer is having to de- 
cide which of the beautiful models 
available will best fill the bill and 
the company’s products 

Copy Cus. 
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IN PHILADELPHIA'S VAST TRADING AREA, HALF THE 
SALES AND HALF THE PEOPLE ARE OUTSIDE THE 
CITY LIMITS. And you must cover this vital half, 
The Inquirer carries your sales messages to 
the 4,500,000 people who make up both 
halves of America’s 3rd market. That's why 


The Inquirer should head your list. 


Twice a day, suburban 
dwellers pass through 
stations like this en 
route to or from city 
jobs. The Inquirer is 
their standby. 


A railroad center and a center of steel fabricators who 
supply the nation's railroads—two factors which help moke 
Philadelphia the world's most diversified industric! area. 


The Philadelphia Mnquirer 


>? Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, Jr., Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. 
Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: 
FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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wer” down 


ere 


in another sensational 


| 


—— 


HERE’S THE ONLY COUPONING PLAN THAT 
GIVES YOU ALL THIS 


(NOTE: There are no extra charges in the 
Donnelley Coupon Round-Up, the plan ts 
complete, trom mading to redemption! 


® Unmatched experience in cooperative cou- 
poning ... over 100 million Donnelley Round- 
Up Coupons mailed to date! 

e Exclusive consumer mailing list— most com- 
plete, most accurate ever compiled! 


e Guaranteed mailing dates. 

e Choose your own markets! Take one, sev- 
eral—as many as you want. 

e Simplest redemption plan ever! Donnelley 
mails grocers check to cover coupons re- 
deemed. No extra charge for this service. 

e Full-page, saturation-coverage newspaper 
advertising. Window and counter displays 
mailed to grocers. Intensive detailing by 
newspaper merchandising departments and 
Donnelley's trained merchandising men. 

e Several coupons in each envelope—a sub- 
stantial saving that encourages homemak- 
ers to redeem. 

¢ Costs only a fraction of what you'd pay to 
do the job yourself. And remember: there 
are no costly extras. 
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COUPONS MAILED TO DATE! ... 


PUT YOUR PRODUCT INTO THIS PICTURE— 


IT’S RESULT-PROVED! 


Result-proved in three Donnelley Cou- 
pon Round-Ups within the last 12 months 
—each one bigger than the one before! Over 
100 million Donnelley Round-Up Cou- 
pons mailed to date! 


IMPORTANT—ACT NOW! 


Plan now to get in on next spring's big 
Donnelley Coupon Round-Up. It's “first 
come, first served,"’ so we urge you to 

choose your markets now before they are Tt 
spoken for by your competition. / / 
Result-proved in winning 100% chain Write, wire or phone your 
distribution for participants in market i 'D il ffi 
after market. Here's the proved way to SS / 


“crack” a new market! 


Result-proved in heavy tie-in advertising 
and displays by such leading chains as 
A&P, Kroger, National Tea, Jewel. 


Result-proved by experiences of such 
repeat-users as the makers of Old Dutch 
Cleanser... Delrich Margarine ... Swans- 
down Cake Mix... My-T-Fine Desserts 
... Waxtex ...Wrisley Soap... Felso 
...Roman Cleanser... Wesson Oil... 
Simoniz Floor Wax. 


THE REUBEN H. DONNELLEY CORPORATION 


(DIRECT MAIL DIVISION) 
WORLD'S LARGEST DIRECT MAIL ORGANIZATION 


305 E. 45th St. 407 E. 25th St. 727 Venice Bivd. 
New York 17, N.Y Chicago 16, lil. _ los Angeles 15,Colif. 
Victory 2-3232 * Richmond 0221 
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9 Ad Principles 
Told by Manville 
to Finance Group 


Wuire SULPHUR SpRINGs, W. Va., 
Oct. 2—Nine principles for increas- 
ing the effectiveness of advertis- 
ing were outlined here by Richard 
Manville, president of Richard 
Manville Research Organization, 
before the 37th annual convention 
of National Consumer Finance 
Assn 

Illustrating his principles with 
slide films, Mr. Manville urged ad- 
vertising executives to use the fol- 
lowing check list 

1. Make sure your ads 
rected at the right markets 

2. Make sure your ads and com- 
mercials give customers and pros- 
pects the information they seek. Do 
it in the headline or opening sen- 
tence of the copy. 

3. Be sure the timing of your ads 
is geared to the buying pattern of 
customers 

4. Make headlines and illustra- 
relevant to the product or 
advertised 


are di- 


tions 
services 


@ 5. Make your claims specific and 
factual 

6. Make sure copy and illustra- 
tions are believable. 

7. Results show that the lower 
the price or payment required the 
Zteater will be the probable re- 
sponse 

8. Make it easy for prospects to 
act on your proposition 

9. Make certain the media used 
are independently researched to 
ddliver the greatest number of 
p®spects, not just readers or list- 
enmers, per dollar. 

Mr. Manville urged advertising 
m@n to keep in mind four basic 
qW@estions: (a) what kind of per- 
sam is your customer”; (b) what 
dé@es he read or listen to”; (c) what 
ca@py does he respond to best’; and 
(dD what results have you been 
g@tting from ads you have run? 


D'Arcy Names Thad Horton 

Thad Horton, formerly sport di- 
réttor of WSB, Atlanta, has joined 
the Atlanta office of D’Arcy Ad- 
v@tising Co. to work on the Coca- 
Cé@la Co. account 


Basford Promotes Turner 
Michael J. Turner, a group ac- 

co@nt executive with G. M. Bas- 

ford Co., New York and Cleveland, 


has been elected a v.p. of the 
agency. 
8th In the U.S. 
MORNINGS 
18th In the U.S. 
SUNDAYS 


FIRST In FLORIDA 


In Department Store Adv. 


Here at the St. Petersburg TIMES 
we're mighty proud of this stand- 
ing just revealed by Media Rec- 
ords First Fifty Report. 

And 
short time ago that St. Petersburg 
passed 100,000 population. 


remember, it was only a 


Again, we say to you, you can't 
ignore this best-read, best-adver- 
tised-in paper in Florida's fastest 
growing market. 


ST. PETERSBURG — FLORIDA 


~ TIMES ~~ 


Represented by 
Theis & Simpson Ce. Inc. 
New York Detreit Chicage 
Vv. J. Ob de. tn J 


Atlenta 
Fla. 


Buys Biggs Printing Co. 

Biggs Printing Co., Pendleton, 
Ore., has been sold for $75,000 to 
Mr. and Mrs. Clyde Makinson, 
Baker, Ore., and Mrs. Paul Crider 
and her son, Paul Jr., of Tarpon 
Springs, Fla 


‘Telegram’ Boosts Funston 

C. J. Funston has been named 
retail advertising manager of the 
Telegram, Toronto. J. M. Taylor, | 


with the paper for a year, has 
been named national advertising | 
manager | 


NBC-TV Shifts Stanton 

Carl M. Stanton, head of video 
talent and program procurement 
for National Broadcasting Co., 
New York, has been promoted to 
director of commercial program 
planning. 


Noble Pine Names O'Connell 
Noble Pine Products, Newark 
drug manufacturer, has named 
R. T. O'Connell Co., New York, to 
handle its advertising. The ac- 
count was formerly with Arthu: 
Rosenberg Co., New York 


Aquatex Sets Export Drive 

Aquatex Paper Corp., New York, 
is using U. S. export and foreign 
trade publications for its kraft 
paper products. Ted Bernstein As- 
sociates, New York, is handling 
the drive 


Strawbridge Boosts McLellan 

Mrs. Florence McLellan, fashion 
copywriter for Strawbridge & 
Clothier, Philadelphia department 
store, has been promoted to copy 
chief of the upstairs store advertis- 
ing department. 


Advertising Age, October 8, 1951 


Rich's Promotes Pallotta 

Frank Pallotta, visual merchan- 
dise director, has been promoted 
to publicity director of Rich’s, At- 
lanta department store, succeed- 
ing Joseph Guillozet, who has 
joined Halle Bros., Cleveland de- 
partment store, as publicity direc- 
tor. 


Forjoe & Co. Enlarges 


Forjoe & Co., radio station rep- 
resentative, has moved its New 
York headquarters to larger of- 
fices at 29 W. 57th St 


es tet srort 
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Chilton Publications 
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In Their Respective Fields 
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Coty Introduces Meteor 
Meteor—a new perfume—will 
be promoted in Canada, October 
through December, by Coty Ltd., 
Montreal. Newspapers and maga- 
zines, using b&w and color, will 
be used, through Canadian Ad- 
vertising Agency, Montreal. 


Cooke Joins James Lovick 

Hal Cooke, formerly in the ad- 
vertising department of Imperial 
Varnish & Colour Co., Toronto, has 
been named an account executive 
with James Lovick & Co., Toronto. 


Claire Lyon Joins Pacific 

Claire Elaine Lyon, formerly in 
the advertising department of the 
Oregonian, Portland, Ore., has 
been named a copywriter with Pa- 
cific National Advertising Agency, 
Portland. 


Franklin Plastics to Stewart 
Franklin Plastics Division, 
Franklin, Pa., has appointed James 
A. Stewart Co., Carnegie, Pa., to 
handle its advertising. The agency 
will initiate custom moulding pro- 
motion using various media. 


Food Group Names Witter 

Ted Witter Advertising Agency, 
Canton, O., has been named by the 
Canton Independent Food Deaiers’ 
Assn. as agency for its 1951 food 
show in November. The agency 
has added D. J. Rice, formerly with 
Creative Advertising Associates, 
Philadelphia, as production mana- 
ger. 


Allied Mills Boosts Griffin 

E. D. Griffin, general sales man- 
ager, has been elected a v.p. of 
Allied Mills, Chicago 


Voss Joins Mace Agency 

Robert F. Voss has joined Mace 
Advertising Agency, Peoria, IIL, 
as client service manager. For the 
past two years, Mr. Voss has held 
a similar position with Hosler Ad- 
vertising, Peoria 


American U. Offers Classes 

American University, Washing- 
ton, is sponsoring an Institute on 
Employe Communication, Oct. 3- 
17. Eight speakers and six semi- 
nars are scheduled for the meeting, 
the cost of which is $75 


DEPARTMENT STORE ECONOMIST's \larket is the third largest retail market in 


America, . . 


. With sales exceeding 14 billion dollars according to the 1948 


Census of Business. This market consists of nearly 9,000 retail stores, classi- 
fied as department stores, dry goods and general merchandise stores, and 
departmentalized specialty stores. Each store has a capital rating of $35,000 
or better, and sales volume in excess of $100,000. 


DEPARTMENT STORE ECONOMIST reaches more key buyers, merchandise man- 
agers and other executives than any other publication in the department store 
field. More than 27,000 copies are addressed to these executives by name each 
month. The ECONOMIST’s circulation policy is based on the premise that 
the whole store team must be sold to have a manufacturer's product ordered, 
vigorously promoted and re-ordered. Only the ECONOMIST offers the 
store-wide coverage and readership necessary to do this complete selling job. 
DEPARTMENT STORE ECONOMIST's selected controlled circulation is designed 
to meet the high rate of personnel turnover in the department store market. 
A continual 8-way check on all names assures complete and accurate market 
coverage within the aims and interests of advertisers. 
Within its market, DEPARTMENT STORE ECONOMIST has been the recognized 
authority on store operations and merchandising for many years. It is pano- 


ramic in editorial concept, . . 


ment and merchandising executives. 


DEPARTMENT STORE ECONOMIST delivers more retail readers per advertising dol- 
lar invested than any other publication in the field. With the ECONOMIST, 
the advertiser reaches the influential buying factors in large, medium, and 
small stores in rural towns, suburban areas and large cities, whether sold 
direct or through wholesalers. 


DEPARTMENT STORE ECONOMIST SELLS THE WHOLE STORE 
... SELLS THE WHOLE MARKET 


CHILTON CO. (Ine.) 


Chestnut and 56th Streets, Philadelphia 39, Pa. 


. designed for the reading of buyers, manage- 


100 East 42nd Street, New York 17, N. Y. 


THE IRON AGE serves the richest divi- 
industrial field—the metal 


sion of the 
working industry. 


HARDWARE AGE, the leader in the 


field of hardware distribution. 


HARDWARE WORLD, providing blanket 
coverage of the retaii and wholesale hard- 
ware trade in the eleven Western States. 

DEPARTMENT STORE ECONOMIST 


reaches more key department store people 
than any other business publication. 


THE OPTICAL 


THE JEWELERS’ 


BOOT AND SHOE RECORDER, 


the authoritative publication of the shoe 


business. 


MOTOR AGE 


JOURNAL AND 
REVIEW OF OPTOMETRY, the out- 
standing publication serving the optometric 
profession and optical industry. 


CIRCULAR. 
KEYSTONE, the recognized leader and 
authority of the jewelry trade. 


AUTOMOTIVE INDUSTRIES, the auto- 
motive industrial news authority in auto- 
motive and aircraft manufacturing plants. 


covers all automotive 
service and maintenance problems. 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 
fleet maintenance field, with the valuable 


plus of 4,000 trade subscriptions. 


THE SPECTATOR 
LIFE INSURANCE IN ACTION, most 
quoted life insurance publication. 


THE SPECTATOR 

PROPERTY INSURANCE REVIEW, 
the magazine of influence among fire and 
casualty companies and their agents. 


DISTRIBUTION AGE, the magazine 
that integrates all phases of distribution. 


17 
Two More Time Inc. 


Export Publications 
Join Audit Bureau 


New York, Oct. 3—Atlantic 
and Pacific editions of Time and 
the international edition of Life 
have become members of the 
Audit Bureau of Circulations. 

This brings all Time Inc. export 
publications under ABC, according 
to Edgar R. Baker, general man- 
ager of Time-Life International, 
who said that Time Latin Ameri- 
can has been a member since 1941 
and Time Canadian since 1943 

The first ABC publisher's state- 
ments for Time Atlantic, Time 
Pacific and Life International will 
cover the first six months of 1951 
Time Atlantic, printed in Paris 
for continental Europe, the United 
Kingdom, Africa and the Middle 
| East, is expected to show an aver- 
age net paid circulation of about 
70,000 for the first six months of 
this year. Time Pacific, printed in 
both Honolulu and Tokyo, is ex- 
pected to show an average net 
paid of about 72,000 for the same 
period. These two editions, to- 
gether with Time Canadian (ap- 
proximately 125,000 of the same 
period) and Time Latin American 
(about 42,000) are now carrying 
the highest advertising linage in 
their histories, Mr. Baker said. 


|}@ Life International, printed in 
both Chicago and Paris, is @x- 
pected to show an average fret 


paid circulation of about 303,000 
for the same period. It also is car- 
rying its largest advertising linage, 
about 70% ahead of last year, AA 
was told 
Time Latin American, an = 
member since 1941, will be prinfed 
in Havana, Cuba, beginning h 
| its Oct. 8 issue. Except for a bref 
period during the last war, this 
edition was printed in Jersey City. 
Other international papers listed 
is ABC members include Export 
Trade & Shipper, and six McGraw- 
Hill International papers: Me- 
Graw-Hill Digest, American Aufo- 
mobile, El Automovil Americawo, 
El Farmaceutico, Ingenieria Inter- 
nacional Industria, and IngeniePpia 
Internacional Construccion 


Rockmore Co. Names Speier 

Charles D. Speier, formerly a 
v.p. of Moore & Hamm, New York 
agency, has been 
appointed a v.p. 
of Rockmore Co., 
New York agen- 
cy. 

Mr. Speier was 
for many years 
advertising man- 
ager of American 


Bond & Mort- 
gage Co. and is 
| presently on the 
} board of direc- 
Charles D. Speier tors of Bray 
Properties and 


Kendall Founcation, both of Cali- 
fornia. 


Ferrier, Morin to Young 

Robert M. Ferrier, formerly 
with Stevenson & Scott, Vancou- 
ver, has been appointed an ac- 
count executive with Robert B. 
Young Advertising Agency, San 
Francisco. Formerly Pacific Coast 
sales manager for Columbia Broad- 
casting System, Charles E. Morin 
has joined Young as chief of the 
radio-TV department. 


Hollywood Adclub Uses Radio 
“Why Advertising” was the sub- 
ject of the first of a weekly half- 
hour series conducted by the Hol- 
lywood Advertising Club over Lib- 
erty Broadcasting System. Subse- 
| quent subjects to be covered are 
\“How Advertising Works” and 
“Advertising Protects You.” 


Studebaker Names Walton 

W. RP. Walton, formerly manag- 
ing editor of the South Bend Trib- 
une, has been appointed director 
of public relations for Studebaker 
Corp., South Bend. 
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Promotes Clorets in Canada 
Adams Brands Sales Ltd., Ca- 
nadian division of American Chicle 
Co., has named Dancer-Fitzgerald- 
Sample, New York and Toronto, 
to handle the introductory selling 
and advertising campaign for Clor- 
ets chlorophyl!! gum in Ontario and 
Quebec. The drive, using newspa- 
pers and radio, will begin Oct. 15. 


Marriott Joins Malott Co. 
William H. Marriott, formerly 


with Esquire, has joined Harvey 
Malott Co., newspaper broker of 
New York and Kansas City, as a 
partner. Malott recently figured in 
the sale of the Berwin Paper Mfg. 
Corp., Dansville, N. Y., to the Gan- 
nett group 


Mactadden Elects Himmelman 

S. N. Himmelman, circulation 
director of Macfadden Publica- 
tions, New York, has been elected 
a vV.p. 
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LUBBOCK avalanche 


COUNTY, TEXAS 
Population over 
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Scott Paper Co. to Buy Big Pulp Mill 
in West; Paper Mill to Be Built Later 


Everett, Wasu., Oct. 4—Scott 
Paper Co. of Chester, Pa., maker 
of Scott tissues and towels, has 
proposed to acquire Soundview 
Pulp Co., whose mill here, turn- 
ing out 600 tons of pulp a day, is 
rated as the largest bleached sul- 
fite pulp mill in the world 

Acquisition was approved by di- 


rectors of both companies last 
week and will be acted on by 
stockholders of both companies 
Nov. 5. It is proposed that 1% 


shares of Scott stock be exchanged 
for each share of Soundview stock 
At present market prices, this puts 
the transaction in the vicinity of 
$70,000,000 


Scott now has two small pulp 
mills in. the West, one at Ana- 
cortes, Wash., and 
Bay, Ore., each producing 100 tons 
a day. But it has no western con- 
verting mill. 


@ The proposed acquisition would 
give Scott not only substantial 
production of western wood pulp, 
used in its eastern mills, but also 
timber holdings to back up pulp 
production and in addition an 
ample site adjacent to the Sound- 
view mill for erection of a paper 
converting plant. Officials of the 
two companies have made no 
statement as to when a paper mill 


50 K. W. of radiated power 
from a tower 1,059 feet high, 
channel 2. Check this formula 
with any qualified TV engineer. 


now the 
ful television 


\station in Dixie 


market. 


opportunity. 


TREE STREET, ATLANTA. 


p d by Edw. 


Thousands of square miles of terri- 
tory—where no adequate television 
service had been provided before— 
now has been opened up. 


Tens of thousands of prosperous 
Southern families—who never be- 
fore enjoyed television in their homes 
—now have entered the WSB-TV 


Set sales are booming. Circulation 
is going up at a dizzy pace. 

A schedule of top-rated shows plus 
the proven know-how of the WSB-TV 
staff combine with this tremendous 
new power to give you a golden sales 


Call, write or wire us or your Petry 
man at once. WSB-TV ON PEACH- 


stinast wth the thats tamut ant So Oiete 


Petry & Co., Inc. 


one at Coos! 
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might be built or as to just how 
large it would be. But Soundview 
officials have described it as be- 


| ing large. 


Scott has been looking over sites 
in the Northwest for a paper mill 
for a number of years. 

It is known that two prime con- 
siderations enter into Scott’s think- 
ing in the proposal to build a paper 
mill here. First is the continued 
and even spectacular growth of 
the entire West Coast as a con- 
sumer market. This growth has 
made it more and more desirable 
having a regional mill to supply 
the market. Second, the continued 
increases in freight rates—and the 
prospect that an end to the in- 
creases is not in sight—gives added 
emphasis to a western plant that 
will avoid the long hau! from mills 
east of the Rockies 


Furnas Joins Palm Agency 

William C. Furnas, formerly ad- 
vertising manager of the automo- 
tive replacement, private brands 
and Modac divisions of Dayton 
Rubber Co., Dayton, O., has been 
named an account executive with 
Palm & Patterson, Cleveland. The 
agency also has added Thomas H. 
Bryan, formerly art director of 
{ndustrial Publishing Co., as as- 
sistant art director 


Y&R Promotes Three Execs 
Young & Rubicam, New York. 


has promoted Walter K. Nield, 
v.p., to senior account supervisor 
on the General Foods account 


Frederick S. Sergenian, manager of 
the art department, has succeeded 
Mr. Nield as v. p. in charge of this 
department. Art Director Walter P 
Glenn has been boosted to man- 
ager of the art department. 


Two Appoint Reilly, Brown 

Reilly, Brown & Willard, Boston 
agency, has been appointed by 
Rockland Tackle Co. and W. G. 
Quinn Boot & Shoe Co. Rockland 
will use business papers. Both ac- 
counts will schedule in magazines 
and newspapers and employ direct 
mail 


Advertises Its Anniversary 

F. B. Connelly Co. of Oregon, 
Portland, celebrated its 67th anni- 
versary aS an appliance dealer 
with a ten-page section in the Ore- 
gonian and pages in the Journal 
Richard G. Montgomery & Asso- 
ciates, Portland, handles the com- 
pany’s advertising. 


Reid Gets New GE Ad Post 

Ralston B. Reid, manager of in- 
dustrial advertising for General 
Electric Co.’s apparatus marketing 
division in Schenectady, has been 
named assistant manager of the di- 
vision’s advertising and sales pro- 
motion department 


Mazade Joins Betteridge 
Robert M. Mazade, formerly on 
the press relations staff of Michi- 
gan Hospital Service, has joined 
the public relations staff of Bet- 
teridge & Co., Detroit agency. 


Sponsor Probes 


RED CHANNELS 


Radio-TV Magazine Reports On 
Menace of Air “Kangaroo Court” 


ARE AMERICAN ADVERTISERS 
BEING BLACKMAILED? 


What's behind the organization a 
General Foods spokesman called a 
“kangaroo court"? Who supports it’ 
Is its influence rising? 


This exclusive SPONSOR feature 
starts in the current issue (out Oct. 
8). No advertiser or agency man con- 
cerned with the future of the radio-TV 
industry can afford to miss it. 


If you are not already a subscriber to 
“the use magazine for radio and TV 
advertisers,” write or phone today. 
Subscription $8 a year—26 issues. 
Local offices in Chicago and Los 
Angeles. 


SPONSOR: 510 Madison Avenue 
New York City (MUrray Hill 8-2772) 
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HE WROTE TO wa i. Cc. B. 3. G. J. 


This man wanted to know the facts. Were the 
advertisements he placed bearing fruit? ... 
reaching the right readers? ... really being 
read by them?... in short, were his adver- 
tisements paying off? So he got busy and 
wrote to T.I.C.B.0.G.J. (The Industry Census 
Bureau of The Oil and Gas Journal). He'll get 


all the facts... and you can, too! 


Our Industry Census Bureau can tell you how 
many Journal readers are prospects for your 
products or services; their rating according to 
their ability to buy; the location of their home 
offices and field/plant buying points; which 
segments of the oil and gas industry they 
represent; and their position within these 
segments. This vital information is kept up- 
to-date at all times by specially trained men 


who are constantly checking and re-checking 


“Follow Te forma, ..and, fu fll the Ob Sedat! 


@® @ 


i SOUTH CHEYENNE 


in order to give you the most accurate analysis 


of our readership. 


Who receives a publication is only one di- 
mension of its circulation. The important thing 
to know is: What happens to the copy after 
it is delivered to the right person. Is it read? 


We are prepared to show you unquestionable 
proof of the extent of readership we have 
among these right people (your customers 
and prospects). If you wish to check these 
results yourself, we will pay the costs! 


Contact the Journal's Industry Census Bureau 
today. It was designed to serve you... by 
adding to our circulation the all important 
next dimension which rates our readers in 
ratio to their ability to buy your product or 


services! 


°Oth Aww GAS 


JOURNAL 
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NEW YORK @e PITTSBURGH e CHICAGO @ LOS ANGELES @ HOUSTON @ ENGLAND 
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of posting free when they pay for House Endorses Trade Fair Bartush Co., Detroit food manu- Oct. 20 Is ‘Sweetest Day’ 
Lewy! Vacuum the second month under Lewyt’s The House of Representatives facturer. Kingan has added Dean In connection with the Oct. 20 
regular 50-50 cooperative plan. has unanimously endorsed the Chi- Foster, formerly a research spe- celebration of Sweetest Day, pro- 
Lewyt’'s cooperative ad program cago International Trade Fair, to cialist with Joseph E, Seagram & motional material is being offer- 


S { 00 000 is said to represent an over-all| be held from March 22 to April Son, Louisville, as advertising ed to retailers by the National 
e S ’ cost of approximately $2,000,000. 6. 1952, by voting to permit all manager. Sweetest Day Council, 75 E 


exhibits at the fair to enter the Wacker Dr., Chicago 
. gram is that 50% of local budgets country without payment of cus- WPIX Promotes Lou Ames 

; for Fall Drive be spent on newspaper advertising, waane Cuties Lou Ames, previously assistant ‘Air Force’ to Keenan 
f backed up by a 25% expenditure program manager, has been named Air Force, Washington, has ap- 

; . ose ah Asay set Rh .... Kingan & Co. Names Two acting program manager of WPIX, pointed Keenan & Eickelberg, Los 
‘ New York. Oct. 2—Termed the on the outdoor program and fur- g New York, succeeding Warren Angeles, as its West Coast repre- 
Wade, who resigned from the TV sentative 
station some time ago. 


The company-recommended pro- 


biggest advertising drive in vac- ther supported by the remaining 3ruce Ashby, formerly with Os- 
uum cleaner history, Lewyt Corp. 25% spent on radio, television, car C4! Mayer & Co. at Madison, Wis., 


has slated $800,000 for a coordi- cards and other media. dependent “eer or Kingan & Co, Indianapolis ae Pepa to Apes 

nated magazine, outdoor and wade | Mpen Toes Coneiitene % Sacientual meat packer, following the resigna- Martree Agency Moves Star Furniture Co., Portland, 

publication campaign this fall markets tion of J. W. McElligott, v.p. in Marfree Advertising Corp., New Ore., has appointed Alport & 
Donald B. Smith, Lewyt’s ad- Hicks & Greist, New York, han- charge of sales. The latter has York, has moved to larger quar- O'Rourke, Portland, to handle its 

vertising and sales promotion man- dles the company’s account. been named president of Shedd-| ters at 105 W. 40th St. account. 

iger, points to “constantly increas- 


* ing sales throughout the country 

definitely traced in great part 

to our national consumer advertis- 

ing program,” as requiring “the 

only logical step, which is to in- 

crease constantly our advertising 

} budget in line with potential 
sales.” 


yt 


| 


According to Mr. Smith, a sur- 
vey being conducted by the com- 


is pany has proved that more than 
es 38% of all Lewyt sales can be 
ey attributed to national advertising 


@ Lewyt's greatly expanded sched- 
ule calls for full-page, two-color 


———S tte bh Se llout a hrs, 8 min... 


et Better Homes & Gardens, Good 


mi. | Housekeeping, Holland's, Ladies oa : 
— Home Journal, Life, McCall's, ——- Yearly for seventeen years. New York couples Ii any large portion of the available 15.000 
| : T) ° Veaes . ae . ° . : 
age ’ : Magasine 'T? ago who shake a mean foot have slugged it out in) HMB seats remained unsold, Madison Square 
lost, Sunset Magazine, lis eek ‘ as . : H i ] 
Magazin Time and Woman's 4 ee competition in local dance halls. The survivors Garden might become the favorite charity of 
Home Companion a square off at the Harvest Moon Ball. a large — the News Welfare Association—a contingency 
apreete = - e mee - 2 : and gaudy event which fills Madison Square — too horrible to contemplate. So there was some 
1 illustration of a salesman dem- : 3 ae , : 
onstrating the Lewyt cleaner to a theed t Garden to its eyebeams with the dance lovers question of changing the date of the Ball. 
Customer in front of the Lewyt .— oo *% and people who just come. The winners get Not so, said Bill Fritzinger. The show must 
ont _ ,) 2s > P > > = . . a 
— on en * : cE o ~e vold medals, gift certificates. a paid engagement — go on. or words to that effect. As Fritz has 
nmstration center opy suggests hy , . 
that the reader “Stop at this dis- a Saas in show business. and clippings to show their — promoted such events since The News was a 
Play for just 10 seconds” for a = pee Me erandchildren. The News Welfare Association  “gumechewers’ sheetlet™ (Time, ante 1930). the 
erga ; ~ ale spends the proceeds in good works. date stood. And the Madison Square Garden 
rade pubdiications on the scned- , : 
t Me include Electrical Dealer. Elec- ae : : Madison Square Garden was signed up for announced tickets would go on sale promptly at 
trical Merchandising, National Ap- tate ‘ ; the HMB on September 12... the same evening high noon Sunday. August 26. 
lia» tad alers News " 
_ “e S Rate Dealers News, Messrs. Robinson and Turpin were scheduled to 
New England Radio & Appliance F \ ae A. , s: I: \ 25 
News, Retailing Daily and West- Ge sm assault each other in the presence of 60.000 BOLT © pm Saturday, August 2. two 
ern Radio & Appliances “i inflamed sports lovers at the Polo Grounds. And) members of the Manhattan Pratl 
. . +: ' ; 
: >’ , vies and saloons. Squad noticed an unseemly 
@ Mr. Smith said Lewyt’'s outdoor a PV. the air conditioned movies and oOn quad nowce . ’ 
Campaign has been designed speci- : 7. churches. and young love would operate as usual. assembly on Fighth Avenue 
fically with the dealer in mind, ‘ Tu » 
yi \ With more space being left at the | an las a. re 
<% " Bottom of the 24-sheet posters for WOUDAL ~ eo 
Fae dealer imprints \ ss 
a A new co-op deal in outdoor sets id lan ae 
up a two-month program in which — WA FAM 
2 Lewyt offers dealers one month : 


9 W 49 67 


= “HIGHEST CW 4804 
vs APACITY 98 
PERCENTAGE 


OF SALES’”— 


soys PEIRCE 
WIRE RECORDER CORPORATION 


And “Lowest cost per inquiry.” too. 
That's because 

. The Rotarian Magazi 
285,000 top ranking b 
83,220 executives in 


utilities. transportation, 


anufacturing, 


| and other industries... 

aie 135.945 executives in retail, 
wholesale, financial, institutional 
and other commercial fields... 

> 52,440 leaders in the professions. 

Thev're the men who can say “Yes” 

and they have what it takes to 


buy what vou sell. 


Rotarian 


WACKER DOR, CHICAGO Ff, tht. 
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Importance of Selling in War Mobilization 
to Be Stressed by National Sales Execs 


New York, Oct. 2—A campaign 
to convince sales executives that 
the “continuous miracle of the free 
enterprise system" can be sus- 
tained only by energetic salesman- 
ship has been started by the Na- 
tional Sales Executives. 

The drive also will attempt to 
impress on sales management the 
responsibilities of “war mobiliza- 
tion.” 

Al N. Seares, national chairman 
of the NSE, will deliver a series of 


talks before NSE clubs through-. 


out the U. S. during the fall and 
winter. He will warn sales organ- 
izations and management against 
relaxing in the effort to boost pro- 
duction through “better selling.” 


@ Keynote of the campaign, as 
outlined by Mr. Seares, who is v.p. 
and diiector of sales and services 
for Remington Rand Inc., is: “Com- 
petitive economy, with its freedom 
of choice, provides more and more 
things to more and more people 
through better selling.” 


ee 


The campaign will pivot on the 
theory that, even in a war econ- 
omy, the basis of economic 
strength is production, and in- 
creased national production is pos- 


sible only through competitive 
selling. 
| Chicago Alpha Delts Elect 


Elmer Oleson of National Stand- 
ard Parts has been elected presi- 
dent of the Chicago chapter of 
Alpha Delta Sigma, professional 
advertising fraternity. Other of- 
ficers elected are Dick Prindiville, 
Chicago Tribune, v.p.; Rudy Perz, 
Standard Rate & Data Service, sec- 
retary, and Tom Pugliese, Chicago 
Daily News, treasurer. 


Waring to Hicks & Greist 

Waring Products Corp., sub- 
sidiary of Claude Neon Inc., has 
appointed Hicks & Greist, New 
York, to handle all advertising of 
Waring products, including its 
steam irons and folding travel 
irons. Plans call for a television 
campaign and space in consumer 
and business publications. The ac- 
count formerly was handled di- 
rectly by the manufacturer. 


Two Appoint Lancaster 

Pertform Bra, Bayonne, N. J., 
and A. & L. Seamon, New York 
| billfold manufacturer, have ap- 
pointed Lancaster Advertising, 
| New York. 


in front of the Garden. People kept popping out 
of cars with camp chairs. blankets. lunch boxes, 
and set up housekeeping on the sidewalk. 
Accustomed to visiting firemen, the MTS men 
courteously advised the misplaced picnic party 
to break it up. and leave peaceably. And learned 


that the sidewalk squatters were only waiting 


for Harvest Moon Ball tickets to go on sale! 

While the MTS considered calling the wagon, 
the crowd kept growing. The officers gave up, 
and started keeping order. By noon Sunday, a 
line of 1.700 four abreast. ran down Fiftieth 
Street and around on Ninth Avenue. 


P A 


that the garden had only 7.500 seats. The wily 
Fritzinger had sold 11.000 by mail beforehand 
.--in fact, had orders for 8,000 tickets by 


box office was clean at 2:08 pm - 


The Garden ticket windows opened at noon, 
with HMB ducats priced at $3.25. 2.00, 
to each 
customer, to discourage any sealpers 


1.50 and 1.00. Limit four 


... Working at top speed in shirtsleeves. the 


sellout in the Garden’s history. 
One of the reasons for the fast sellout was 


220 Eas 


155 Montgomery St., San Francisco .. . 


fastest 


I, Is NO secret that The News 


dance fans. as Arthur Murray 


For anybody with anything 


March 30—a good five months before the event! 
(‘And already had on hand more than 1,000 
orders, totalling 5,000 seats for the 1952 HMB! 


So Robinson and Turpin notwithstanding, 


the HMB was packed to the eyebeams again... 
Attendance 18.151. Gross receipts $35,955.11. 


reaches lots of 
found out in 


1922...same year Gimbels and Lever Brothers 
learned this paper had a lot of customers, too! 


worthwhile to 


sell, The News delivers the largest customer 


to deliver...more than twice the 


audience — because it has the largest audience 


circulation of 


any other New York newspaper daily or Sunday. 

It is a great advertising medium because it 
is one of the best read newspapers, and has had 
the confidence of its readers for thirty years. 


But we know of no other medium which can 


t 42nd St.. New York. 


but a selling franchise for tomorrow! .. 


ML 2-1234, and ask for the Advertising Dept. 


New York News 


Tribune Tower. Chicago 


1127 Wilshire Blud., Los Angel 


sell something a year before it is ready to sell! 
The News is not only sales insurance for today, 


Call 


fm Many Qnpus 


OX 500 
2 AVE. SUBWAY 
Grew 


y 


Martin-Senour Sets ‘52 Ads 

During the year beginning this 
fall the automotive division of 
Martin-Senour Co., Chicago, will 
promote its paints and finishes in 
Autobody & Reconditioned Car, 
Automotive News, Chevrolet Deal- 
er News, Exhaust, Fleet Owner, 
Ford Field, Jobber Topics, Motor, 
Motor Age, Motor Age Service 
Handbook and Southern Automo- 
tive Journal 


| Wisconsin A. M.s Elect 


Arthur E. Teachout of the La- 
Crosse Tribune has been elected 
president of the Advertising Man- 


agers Assn. of Wisconsin Daily 
Newspapers. Other officers elec- 
ted are Martin Karstaedt, Beloit 
| Daily News; Hans Hamm, Wau- 


kesha Freeman, and George West- 
rich, Racine Journal-Times, v.p.s, 
and William Ohde, Manitowoc 
Herald-Times, secretary-treasure! 


Parker Joins Bates & Co. 

William C. Parker, former as- 
sociate editor of Radio Daily, has 
joined the press department of 
Ted Bates & Co., New York 


OFFERS 
YOU 


a cosmetic market 


of $4,380,000 


100,000 Active, Career- 
Minded, Young Women 
With Higher Incomes — 
Who Are Going Places 


Here is Miss Secretary's fixed cosmeti@ 
and grooming buying habits and the 
percent of secretaries who use thesé 
cosmetics: 

Lipstick 99.2% 

Cologne 86.8% 

Hand Cream 86.1% 

Powder 62.4% 

Bobby Pins 63.6% 

Skin Cream 62.7% 

Rouge .. 53.2% 

Nail Polish 52.6% 

Home Permanent 29.2% 

Eye Mokeup 13.2% 

(From a survey of 411 secretaries 
conducted by Today's Secretary.) 


The total expenditures for cosmetics and 
grooming of these 411 sec retaries for last 
year was... $18,030.00 
penditure of $43.8 each! 


This market, when projected to the 
100,000 paid secretarial and student sub 
scribers to this magazine is $4,380,000 
annually, 


an aveTage ex 


Today's Secretary is the Medium 
for Developing Correct Cosmetic 
and Grooming Habits 

EDITORIAL INFLUENCE 


lication serving with common omterest beth 
secretaries and those training for secretarial 
careers. Good grooming is recognized as a nex 
essary part of secretarial training, just as it is 
a keynote to secretarial advancement. Features 
by leading writers in the held underscore the 
importance of appearance 
readiness for fashions 
grooming factors 


CIRCULATION Ihe readers of Today's Secre 


tary represent 100.000 young women who 


Here s the only pub 


smal thus assure 


hai styling and other 


ave 


going places. They ate grooming conscious 
for the high standards in the professional 
world demand that the secretary “look the 
part Since this magazine is first used during 


the training of the voung secretary 
manutacturers a unnpuc 
lish brand preferences 
are formed 


it affords 
opportunmty to estab 
before buying habits 


Good Grooming is o Necessary Part of the 
Business Woman's World—Reach this 

Great Market by Placing Your 
Sales Message in. 


GREGG 
PUBLISHING COMPANY 


330 W. 42nd St., New York 18, N. Y. 
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A BIG BONUS 


IN TRUE STORY 


WOMENS 
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AND IT’S ALL NEWSSTAND! 
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(LL SAY. LISTEN... 
JUNE 4878 458 


JULY 5.292843 
AUG. 5,530,515 


SEPT. 9,829,891 ! 
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Truman Gets 50.5 Rating 


THE 


: 


1, ms "hlks 


San Francis- ton 
viewed 52 of the 
nomes 


special 


President Truman 
wech on Sept. 4 was 
6,348,000 of the U.S. TV 
wey 


country’s TV 


ccording to a 


rate 


BIG as BUYERS! 


Appraise an Elk by the size of his family income—twice 
the national median—and you will put him high on 
your prospect list. Judge an Elk by his occupation— 


57.9% are business owners... 


men—and you will rate him high as a man of influence. 
No wonder 1,011,687 Elks make up one of America’s 


most selective male 
your advertising messages. 


New York + Chicago + Los Angeles + Detroit - Seattle |". 
4 


inalysis from the 


Nielsen Televi- 
Index. Ninety-four stations in 
nation’s 62 TV 
fered the speech to 94.7% of 
homes 


11.6°% are professional 


mass markets. Don’t miss it with 


Atlanta's WLTV 
Starts Operations 


ATLANTA, Oct. 2—Atlanta’s third 
television station and the last to 
be added to this country’s cover- 
age until the Federal Communica- 
tions Commission lifts the freeze 
Station WLTV—started operations 
Sept. 30. 

The station will be operated by 
Broadcasting Inc., a syndicate of 
Atlanta business men, the newl) 
authorized licensee of Channel 8 
here 

Channel 8 formerly was occu- 
pied by WSB-TV, which now has 
shifted to Channel 2. WSB-TV was 
one of two stations owned by At- 
lanta Newspapers Inc. following 
the merger last year of the Atlanta 
Constitution and the Atlanta Jour- 
nal. The newspapers chose to give 
up Channel 8 and retain the license 
for Channel 2, effective with the 
completion of the latter station, 
which was then under construc- 
tion 

General manager 
William T. Lane, 
in the newspaper 
for some time. 


areas of- 


the 


of WLTV i 
who has 
and radio field 


been 


Peter Pan Starts Drive 
Peter Pan Foundations, New 
York, will launch one of its most 
‘ comprehensive promotions for 
Hidden Treasure bras, with a col- 
or page in Life, Oct. 27. Large 
space insertions are also sc heduled 
for Charm, Glamour, Mademoi- 
selle, Seventeen and other maga- 
zines. Dealer aids and business pa- 
per advertising are included in the 
program. Rogers & Cowan, New 
York, is the agency. 


Galanoy Joins Michel-Cather 

Ive Terry Galanoy, formerly 
trade press representative and as- 
sistant publicity manager of Philco 
Corp., has joined Michel- Cather 
New York industrial agency, 
as publicity director 


—————— 


eS AS 


WHY ADMEN GET ULCERS... 


I\Your WORD Is FINAL THE BOSSTOLD DIY 
WHEN HE MADE HIM MEDIA DIRECTOR 


‘Bu OW BROTHER-CHECK WHA HOPPENS 
WHEN HE MAKES HIS 49° TEENZY DECISION! 


Upp hi {/) 
PILLNOGGON-WNHEN ITcOmEs to Ai] 
PICKIN’ PAPERS, STATIONS, ETC, VER 
“TERRIFIC! I'M TURNING TH’ WHOLE WORKS 
OVER TO YOU YER TH BIG WAT 
YER WORDS TH’ LAW NOW IN-THAT 
nave BY HIS 4 r 
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Enlarged reyp.i 


interested i in the farm market? 


For just about any product sold to farmers, the farm equipment dealer 
can be your key outlet. Learn more about him! 


aunt PY tGeney yor MT ebtecertahine vo 


“For the farm equipment field—your BASIC buy is IMPLEMENT & TRACTOR” 


] PILLNOGGON! ov puma He@#6!!5 


if 


/) 


Yi f 
YOU KNOW BETTER'N TA PUT TH! EPSON 
SALTS COURIER ON THE AJAX LIST~- 
WHA’ SA’ MATTA’ Wall! CHA? WHY DON'T YA 
CONSULT WITH ME BEFORE MAKIN' 
THESE DECISIONS 2) WHERE THE @&!!# 
DID YOU GET TH’ AUTHORITY? BETTER 
GET ON THE BALL, PILLNOGGON/. 


IMPLEMENT 


& TRACTOR 


KANSAS CITY 6, M0. 


Del Snyder, who owns Taylor & Co., Portland, Ore., direct mail 
firm, believes some pixies are working for him. When the University 
of Oregon Duck Club sent their membership meeting notices, 25 
of the top members of the club received notices printed in black 
ink on orange paper—the Oregon State College colors. Luckily, the 
rest of the membership received their notices on the traditional 
vellow printed in green—the U. of O. colors 

Chicagoan Nelson Fuqua, v. p. and copy director of Olian Adver- 
tising Co., left Sept. 27 for a flying trip to Paris, where he'll spend 
a couple of weeks as the guest of Robert Casadesus, the pianist 
At Hitchcock Publishing Co.’s annual sales conference in Wheaton 
Ill., Robert C. Van Kampen, president, presented a 20-year service 
pin to Alvin E. Wailes, New York district manager of Machine & 
Tool Blue Book and Wood Working Digest 


AT GLEN FLORA—These four old friends got together at the annual fall round-up 

at Glen Flora Country Club, Waukegan, Ill, o couple of weeks ago. Left to right 

are Lewis G. Green, v.p., and Merritt R. Schoenfeld, president of Schoenfeld, Huber 

& Green, Chicago; Col. T. F. Joyce, PIO officer at Fifth Army headquarters; and 
“Chick” Evans Jr., the noted amoteur golfer 


During the month of October, the Smithsonian Institution is hold- 
ing an invitational exhibit of 50 b&w and color photographs—the 
work of Harry Shigeta, Hon. FPSA, M. Photog., AOTS, of Shigeta- 
Wright, Chicago photographic illustrator. 

Fleur Cowles, associate editor of Look and Quick, has written her 
first book, “Bloody Precedent,” dealing with the Peron regime. It 
will be published Jan. 21 by Random House, New York. . 

Hartford Times Publisher Francis S. Murphy took a day off a 
couple of weeks ago for an important celebration. He had chalked 
up 53 vears’ service with the newspaper. ..The James J. McGovern 
Memorial Award, given annually by the Assn of Newspaper Classi- 
fied Ad Managers, was won this time by John S. Knight, publisher 
of the Knight Newspapers. The prize goes to the publisher who, the 
association considers, has given the greatest service to classified 
advertising during the year 


SOFTBALL CHAMPS—Sidney Garfield (left), 
lotes Robert Seidenberg, account executive and pitcher for the New York agency's 
chompionship team, which defeated Ted Bates to take the trophy in the advertising, 


president of Hirshon-Garfield, congratu- 


movie, radio, TV industries for the second consecutive year. Behind the trophy 
are player-manager Lee Garfield, head of the new business department, and Howard 
Mendelsohn, catcher and senior copywriter 


John F. Johannsen, export manager of Hyster Co., Portland, Ore.., 
left Sept. 14 on a trip through Central and South America, where 
he'll be U.S. observer at the fifth Pan American Highway Congress 
in Lima, Peru... 

Willard E. Wilson, manager of McCann-Erickson’s Portland, Ore., 
office, has been named Multnomah County payrol] chairman of the 
U.S. defense bond drive now under way. The county’s share of the 
state’s $11,000,000 quota is $4,471,000. .. 

Mrs. Denny Prager Griswold, editor and publisher of Public Re- 
lations News, married investment management company head J. 
Langdon Sullivan in New York Sept. 24...Anne C. Baldwin issued 
her final release for WOV, New York bilingual station, when she 
announced her resignation as publicity director—a post she’s held 
the past five years—to marry Philip A. Perkins, Boston banker.. . 

Elias I. Godofsky, president and general manager of WHLI, has 
been elected president of the Long Island People’s Symphony Or- 
chestra Assn... 
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Packaged goods or big units, it gets 


the volume you want— 


You CAN SELL more retailers and 
more volume per retailer when 
your brand is one their custom- 
ers want to buy. To get retailers 
to take on your hrand—and to 
‘keep it--your advertising should 
be planned and used to build a 
consumer franchise. It) should 
deliver consumers at the store 
with an active preference for 
your brand. 

Token advertising is not 
enough. To impress retailers 
your advertising must impress 
their customers. It must win an 
important share of the day-to- 


day buying by consumers in the 


4, 


a 


if 


= 


face of competitive promotion. 
The Chicago Tribune has worked 
out a procedure that answers the 
need of manufacturers to base 
their production and selling on ae- 
tual conditions at the retail level. 
It is tied into the retailer's 
need for greater volume and his 
increasing attention to self serv- 
ice and simplified inventories. 
Because it is in line with their 
thinking, the plan has the active 
support of retailers. It earns 
better store displays and shelf 
position. It gets greater effi- 
ciency from the work of your 


sales staff. It involves no special 


THE CHICAGO TRIBUNE 
CONSUMER-FRANCHISE PLAN 


deals or discounts or prices. 

While the plan is geared in 
Chicago to the Chicago situation 
it can be used in any market. It 
applies to big units as well as to 
packaged goods. It is designed to 
get immediate sales volume. It 
can build the strong brand posi- 
tion on which you can rely for 
expansion. 

Here is the kind of a program 
that makes sense today. It is 
proved. Others have used it. You 
can put it to work for you. A 
Tribune representative will be 
glad to talk to you. Why not ask 


him to call? 


icago Tribune 


Los Augeles 


THE WORLD'S GREATEST NEWSPAPER 
CHICAGO TRIBUNE KEPRESENTATIVES 
Chicago New York City Detroat Sao Francis 
AW. Dreier EP Struhsacker W. E. Bates Fitzpatrick A Charmbertin 


1333 Tribune Tower 220 b 


i2nd Mt Penobseot Bldg 155 Montgomery St 


Fitzpatrick A Chamberlin 
L127 Wilshire Bivd 


MEMBER. FIRST 3 MARKETS GROLP AND METROPOLITAN SUNDAY NEWSPAPERS, ING 
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Banks’ Educational Work Lauded 
by Martin; More Inflation Predicted 


Cuicaco, Oct. 2—In the next few 
years the bankers of America will 
be called upon to meet severe tests, 
William McChesney Martin Jr., 
chairman, board of governors of 


the Federal Reserve System, today 
told the 77th annual convention 
of the American Bankers Assn. at 
the Stevens Hotel here. 

“They are already meeting suc- 
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cessfully, in the Voluntary Credit 
Restraint Program in which they 
are so actively participating, one 
of the demands placed upon them. 
In this program, they have organ- 
ized the managerial resources of 
the banking community in an ed- 
ucational program of benefit to 
borrower and lender alike. This 
has confounded the cynics and 
those who sneer at self-regulation. 
It will require real courage, vision, 
toughness and stamina to continue 
this fight against inflation.” 

Arthur A. Smith, v. p. and econ- 
omist of the First National Bank, 
Dallas, addressing the national 
bank division of ABA, said: “We 
have gone quite a distance down 
inflation road, but we can go much 
farther—and likely will. We cer- 
tainly are not going to return to 
the dollar any of the value taken 
out of it.” 


es James C. Downs Jr., president 
of Real Estate Research Corp. of 
Chicago, reported that basic mort- 
gage financing demands in 1952 
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on sole at 
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See special 
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Clean Up 
Con You she Counter ? 
Over 
You can make a killing on se- 
@rities not listed on any Stock 
Exchange — or lose your shirt! 
Do unlisted securities offer last 


“growth!’ situations? FORBES 


introductory 
offer below. 


behind Financ 


Secescess 


PATA pa A 


vestors 
ial Headlines! 


FORBES brings you the inside story of the men who make 
financial news. It blueprints the meaning of corporate 
facts and figures, points your way to profitable action. 
FORBES gives you dollars-and-sense answers to questions 
affecting your salary, your investments, your financial 
future. An average of 1,000 new subscribers every issue 


are joining the 110,000 executives who buy FORBES regu- 


FORBES Labor Editor has had an advance look 


at a book that will have Detroit in 


Bennett, Henry Ford’s confidant and hatchet- 
man, has aired his bent-up innards in a volume 
with fantastic tales of $4 million in little steel 
boxes, etc. Read the highlights in FORBES. 


a lather. Harry 


— you low-down on “‘off- 
rd” trading in the October 


Ist issue. 


Oil 
from Mexico? 


U.S. oilmen were thrown 
out of Mexico in 1938. 
But one big oil outfit 
kept title to one big oil 
field, now stands to get 
20% of crude produc- 
tion. Read how the 
deal was closed — in 
FORBES October 1. 


Other Inside Stories 
in October 1 Forbes — 


How Equity Corp. makes “buck pass- 
ing” pay .. . Will Union Carbide and 
Carbon’s new man-made textile 
“Dynel’” become another nylon? . . . 
Who's battling who in big intra-cor- 
poration dog fights for management 
control of United Cigar - Whelan, 
Segal Lock, Domestic Finance Corp.? 
. . . Why are Northwest Airlines and 


Boeing Aircraft at each others throats 
and who'll come out on top? . . . Will 
U S. Leather prove better gas opera- 
tors than tanners? . . . Will Jake 
Swirbul’s high-flying plans for Grum- 
man room or level off? .. . Who are 
the DuPonts of tomorrow? . . . Why 
is Diamond Alkali striking it rich? . . . 
What is Freeport Sulphur's fu- 
ture? . .. many more 
behind-the- scenes stories. 


7G 


securities, in 


ls Calumet 


National Airline’s Baker 
Battles to Oust Director 


A no-holds-barred fight rages for control of 
National Airlines as Prexy Baker seeks Proxies 
“to eliminate Jacobs from the Board.” The in- 
side story of a battle that can affect many airline 


October 1 FORBES. 
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will be greater than the average 
of the past ten years. 

Claiming that mortgage lending 
is more and more a consumer fi- 
nancing activity, Mr. Downs said, 
“The next year will see a record 
number of potential property users 
of all types. Both business and in- 
dividuals will have peak purchas- 
ing power and a high capacity to 
support mortgage loans.” 

Looking ahead to next year, Mr. 
Downs pointed out that mortgage 
money is already becoming more 
plentiful as the result of high earn- 
ings and a reaction from the post- 
Korean buying splurge. He pre- 
dicted that competition for loans 
will grow keener by the early part 
of 1952 and that loans will be 
available for veterans’ housing at 
terms recently approved by Con- 
gress—either as a result of devel- 
opments in the money markets or 
further political action. 


e As to the influence of the na- 
tional security program on 1952 
construction, Mr. Downs said: “Up 
to now there has been no real} 
shortage of materials for home 
construction, even at the high rate 


of building which has marked the | 


past few months. Whereas certain} 
metals will be in short supply and| 
others wil] be restricted, neither of | 
these factors will cause major cur- 
tailments in single-family home 
starts.” 

Referring to recent claims that} 
real estate demand has fallen off! 
in a number of sections of the 
country, Mr. Downs said that in| 
spite of the building boom, de-| 
mand for all types of property has' 
grown faster than supply. 


@ William A. Reckman, president 
of the Western Bank & Trust Co., 
Cincinnati, and president of the 
savings and mortgage division of 
the ABA, said that savings deposits 
in savings and commercial banks 
increased during the 12 months 
ending June 30, 1951, from $56.1 
billion to $56.5 billion. In recent 
months, banks have been gaining 
about $100,000,000 a month in 
savings, Mr. Reckman said 
Defense activities must be fi- 
nanced, while speculative and 
other non-essential uses of credit 
must be discouraged, L. C. Buch- 
ner, president, Lincoln National 
Bank, Cincinnati, told members 
“The objectives of the Voluntary 


Credit Restraint Program,” he 
said, “are to channel available 
credit into defense, defense-re- 


| vision of ABA, Dr. George S. Ben- 


Advertising Age, October 8, 1951 


lated, and essential civilian activi- 
ties, and to discourage financing 
of non-essential activities which 
might impair our defense program 


e “A few facts about the trend of 
business loans during the past six 
months of the Voluntary Credit 
Restraint Program are worth not- 
ing. Since the end of March, the 
net rise in business loans of weekly 
reporting member banks has been 
only 40% of the same period last 
year. Business loans at the end of 
July, furthermore, were slightly 
below those of the end of March, 
in sharp contrast with 1950, when 
the summer months saw a very 
sharp expansion of credit demand 

“Moreover, reports show that 
loans for defense activities have 
risen steadily since March, while 
loans for non-defense activities de- 
clined until the end of July. Since 
then, non-defense loans have been 
rising seasonally. It is important 
to observe that, of the net gain in 
business loans of these banks since 
March, 84% has been for defense 
activities and only 16 per cent in 
non-defense activities.” 

Frederick V. Geier, president, 
Cincinnati Milling Machine Co., 
asserted that the replacement of 
outdated machinery now in use in 
the U. S. could save the nation’s 
industry more than $1 billion a 
year in production costs and could 
bring real benefits to the worker 
and to the investor, to the con- 
sumer and to the nation 


e Addressing the state bank di- 


son, president of Harding Col- 
lege, Searcy, Ark., said: “Let's sell 
our American public on what it is 
that makes America tick. We've 
allowed the propagandists to criti- 
cize our profit system and to criti- 
cize competition and criticize pri- 
vate ownership of the tools of pro- 
duction, so we've gotten to where 
we're afraid to tell the truth about 
our American way of life.” 

ABA members attending the 
convention also had a chance to 
visit the educational displays ex- 
hibited at the hotel and view the 
latest in banking equipment, ser- 
vices and supplies 


Signs Show for Milk Bone 


National Biscuit Co., New York 
for its Milk Bone, is sponsoring 
the Tuesday and Thursday 4:45- 
5 p.m. Sam Hayes newscast over 
the Don Lee network. McCann- 
Erickson is the agency 
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Review of the Week | 


the newsreview you get every Sunday exclusively with The New York Times 


= 


advertising 


wander around 


in circles? 


[here are 3,072 counties marked out on the map of the United States. 
If your arches are strong, and your sales pocketbook fat... vou van travel all over them 
But why in the world would you want to? 
W hy would you want to when the busy industrial counties concentrated within a 5300-mile radius of New York City 
have more than half of all U.S. manufacturing (measured by valué added in processing)... half of all plants 
..60° > of all the executives listed in Poor's? 


These are the men who read ‘The New York ‘Times, daily and Sunday. And one section of the Sunday ‘Times 
holds particular appeal for the busiest of them. Yes, maybe you do read it yourself... the most comprehensive and 


objective news review published anywhere, the REVIEW OF THE WEEK. 


Jicre, for busy people wanting to catch up, is a quick, factual summary of the week's news... not just a rewrite 

ot what's been reported, but a fresh, lively summary that draws ou the resources of the biggest-of all newspaper staff 
of reporters and correspondents strategically posted throughout the world. Here is the background of the 

news that helps you understand its meaning... unbiased, expert mterpretation that helps you 


place this week's news in proper perspective. 


Only a newspaper like The New York ‘Times could produce such a news review. It has the tightest closing of 
all newsweeklics, hardly a blind spot between reporter and reader... to bed 6 PM Saturday, on America’s doorstep 


6 AM Sunday. The review or THE WEEK 1s “fresh ds the front page” of America’s busiest newspaper 


Packed with the prestige of The New York ‘Times, powered with the activating force of 1100, cuculation 
among \merica’s most influential men and women, compacted mto the industrial powerhouse that means most 
business for most companies, the Review oF tie week is well worth looking into nght now 


Ask your advertising agency ...or ask us 
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What happens when LIFE hits 
= Los Angeles? 


thoitasy 
Waeaaas 


i és iets ddudd 


Largest city in the West, [.o- Angeles is also fast becoming one of 
the largest industrial cities in America. 


Nearly three out of five of the over two million people whe live in 


the Los Angeles market area are LIFE readers.* So its not surprising 


that LIFE has a powerful influence on the life of the city. = 
The examples of this influence, shown on these pages. can be dupli- “* 

cated in town after town. city after city across America. For LIFE = 

universal appeal has made it an integral part of the lives of Americans / 


everywhere. - 
Aware of LIFE’s appeal. advertisers invest more dollars-for-selling ( 

in LIFE than in any other magazine, more than for time on any radio 

or television network, A 

*From “4 Study of the Accumulative Audience of LIFE™ by Alfred Polit > 


Re search, Inc “5 
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Idella G. Manisera: “\fter my “Busy Bird Hospital’ was in Nancy Guild: “L1FE ran a picture of me ina college fashion Janice Rule: -l made LIFE’s cover through a photograph sent 
LIFE, | was besieged with letters and phone calls from every article and within hours alter the issue hit newsstands | re- in by a free-lance photographer. That started my career. for my 
state. Inquiries were so numerous my out-of-state filing =\ stem ceived offers of five movie contracts. | was signed up without option was picked up right after the picture appeared in LIFE.” 
was increased 100%, LIFE also filled the hospital to capacity.” a screen test and yet | had no previous acting experience.” Over 17 million American women, aged 20 to 45, read LIFE.* 
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At Broadway Dept. Stores, Inc. !’re~. Edward W. Carter says: “LIFES influence is clearly 
shown in sharp sales increases. in our five stores, for many products immediately following their 


appearance in LIFE.” Because 67°; of LIFE’s readers are in middle and upper economic 
groups,* department stores like Broadway, in city after city, promote LIFE-advertised products. 
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At Leo J. Meyberg Co., View-pres. L. b. 


Starkweather says: “All our major applance 


At Von's Grocery Co., Fxer.\. P. Ted Von 
Der Ahe says: "Von's markets are a year-round 
*Advertised-in-LIFE’ promotion.” In 1950, 
nearly 1800 food stores held LIFE store-w ides. 


lines are advertised in LIFE. Inourexperience. 
LIFE advertising always brings sales results.” 


Industry is influenced... 


20th Century-Fox Vice-president Darry! F. Zanuck: ~T know of no other medium that has the 
impact of LIFE on America. It reaches a greater number of people more quickly and more effec- 
tively than any other means of communication. A LIFE story always has a tremendous influence.” 


Tout of every 10 of America’s business owners. executives. and professional people read LIFE.* 


Lockheed Aircraft Corp. Board Chairman 


Robert FE. Gross: “LIFE’s reporting on the air- 


Union Oil Co. Pres. Reese H. Taylor: “The 


thousands of letters in response to our adver- 


tising on Ameri an business came trom acToss 
thenation. 62,600,000 Americans read LIFE.* 


eraft industry's contribution to national de- 
fense is superlative—characteristic of LIFE,” 


Ant festival, held each vear by the city, was reported by LIFE (New. 13. 1950). Save Kenneth 
Ross. Director, Department of Municipal Art 


LIFE ’s story impressed on all Americans, and pat 
ticularly on people here, the fact that Los Angeles is rapidly becoming an art center. LIFE’s 


informative article helped te double our art festival budget over the one tor the previous year,” 


sont 
ot 
es 

A 


Mosquito fish were shown by LIFE in article on city’s mosquite-control program. Says Dh, 
George M. Ubl, City Health Department Officer: “LIFE’s article stimulated se much loeal civic 
interest, that it was possible to practically eliminate the mosquito problem throughout Los 


Angeles. Publications from all over the world wrote to us for additional facts about our program.” 


Culture is benefited .. . 


Famous Physicist Dr. Robert \. Millikan 


LIFE covers science with extraordinary 


Symphony Director Alfred Wallenstein 
Because LIFE reaches so many young people 
thoroughness. You can trust its findings its coverage of musical events is stimulating.” 


LIFE’s editorials are the most sensible | read.” Over 13 million people, 20 to 29, read LIFE.* 
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Senate Drops 
Proposed Lid for 
Expense Accounts 


Wasnincton, Oct. 4—Senate 
members made short shrift this 
veek of a proposal by Sen. Paul 
Douglas (D., IIL) to put a $25 a 


day lid on ac- 


(See 


business expense 
count earlier story on Page 
93.) 

As offered for consideration in 
the new tax bill, the Douglas pro- 
posal allowed $25 a day for room 
and board for salesmen and others 
traveling on business. It ruled out 
any tax deduction for liquor, or 
for gifts “to others than employes 
of the taxpayer.” 

For a moment, it appeared that 
the Douglas plan was picking up 
support from Senate members who 
are enraged over mink coats, ex- 
pensive and other gifts 
which have given 
government employes who are in 
i position to dispense favors 

But Sen. Walter George (D., 
Ga.}, finance committee chairman 
in charge of the tax bill, turned 
the tide by arguing that the 
amendment would be a “bad pre- 
cedent™ which might eventually 
c@st the government more than it 
Would save 


cameras 
corporations 


@ During a brief but lively debate, 
Sen. Douglas said, “I am not try- 
img to crimp anyone, but I would 
like to stop high living at the tax- 
payer's expense.” 

Reciting a list of “entertain- 
ment’ expenses claimed by Lus- 
tor. and others seeking RFC fa- 


vers, he explained: “I object to 
these items being expenses, and 
having the taxpayer pick up the 
tab. Behind the shoulder now of 


almost every party in a night club 
ig John Q. Public, the unseen pay- 
Sen. Ernest McFarland (D., 
Ariz.). majority leader, agreed 
that $25 a day should be sufficient 
for anyone’s room and board, and 
that liquor and entertainment 
should not be deductible business 


egpenses. Similar approval was 
voiced by Sen. Russell Long (D., 
La) 

@ Sen. Douglas said the expense 


was increased from 


limit 


account 


ow Te sel 


Use retailers of ideas, as 
you do product retailers, Sell 


the people who write, edit, speak, 
teach, preach, manage and govern. 
These dealers in ideas have a 

.. Harper's .. . which 
they read for facts and opinions 


trade paper . 


they retail to milhons. 


Ask for the facts 


$12 to $25 on the protests of news- 
paper correspondents “who ap- 
parently sometimes send in bills 
to their publishers in excess of 
$12 a day.” 

Conceding that 
increased, he said: “To enable 
salesmen and others to continue 
living on the scale to which they 
are accustomed, the room and 
board allowance was increased to 
$25 

“Lest any newspapers 
fright,” he explained, “I 


expenses have 


take 
am not 


proposing any limitation on the 
amount spent for advertising mat- 
ter, or in institutional advertising; 
they need not be afriad of that.” 


@ Sen. Douglas picked up the sup- 
port of Sen. George Aiken (R., 
Vt.), who objects to liquor and 
gifts being deductible expenses. 
“It is so intended to arrange the 
situation,” Sen. Douglas said, 
“that gifts can proceed from the 
donor’s heart and not from the 
taxpayer’s pocketbook.” 


The drive collapsed when Sen. 
George commented that the $25 
maximum might tend to become a 
minimum. 

“It strikes me that if we are 
not satisfied with what the Com- 
missioner of Internal Revenue al- 
lows, we should get a new Com- 
missioner of Internal Revenue,” 
he said. 


Universal Boosts Reilly 
Mare V. Reilly, advertising di- 
rector of Smart Knitting, Smart 
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Sewing, Smart Crochet and The 
Family Handyman, has been pro- 
moted to v.p. of Universal Publish- 
ing and Distributing Corp., New 
York. He will continue as ad chief 


Hotel Appoints Kajok 

Edward J. Kajok has been ap- 
pointed sales and publicity di- 
rector of Hotel Markeen, Buffalo. 


Ad Detector Moves 

Ad Detector Research Corp. has 
moved its New York office to 424 
Madison Ave. 


Alfred Politz 
study of the 


¥ 


New York 


972,632 DAILY 
1,957,708 SUNDAY | America’s Second Largest Newspaper — 


Publishers’ statements to ABC, 3/31/51 | 


Of the 830,000 women 
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Y&R Boosts Wilson Jr. 


William W. Wilson Jr., associate 
radio and television director since 
May 1, has been promoted to man- 
ager of the radio and television 
department of Young & Rubicam, 
Chicago. He formerly was an ac- 
count executive in Chicago with 
American Broadcasting Co. 


WTV] Estimates Coverage 

WTVJ, Miami, estimates 86,300 
television sets are installed in the 
Miami area, of which 3,854 are 
located in public places 


>) 
mk 
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Dairy Group Launches Fall Milk Campaign 
Using Testimonials Aimed at Teen-Agers 


SEATTLE, Oct. 3—When young- 
sters reach teen-age, milk con- 
sumption begins to drop off. To 
dairymen, that fact presents a 
challenge and a market 

As a step in meeting that chal- 
lenge, Washington State Dairy 
Products Commission has launched 
a fall campaign for milk, using 
testimonials from men and women 


prominent in the state, who tell 
how milk gives them “something 
extra” to stay in top condition. The 
campaign is based on the theme, 
“You need something extra.” 

Typical of the testimonials 
is that from Martha Wright, the 
Washington state girl who now 
stars on Broadway in “South Pa- 
cific”: 


eight 


do 
week in ‘South Pacific,” you need 
something extra! Singing, dancing, 
living a role for three demanding 


“ee performances a 


hours calls for something extra 
in stamina and steady nerves. Milk 
does help me, and others, too!” 


@ Testimonials are being used 
from a speed boat pilot, a beauty 
queen, a Boeing test pilot and 
football coaches, among others. In 
each case, the individual is chosen 
for clean living and a performance 


who read the Daily MIRROR— 


ARE “WOMEN HEADS 
OF HOUSEHOLDS”! 


Recently, the New York MIRROR issued in book form the findings of the Alfred Politz Research 
Study of the New York Metropolitan Area. This was a qualitative and quantitative evaluation of 
the adult population — information vital to all advertisers and agencies. 

For example, of greatest significance to sellers-of-goods-to-women is the finding that 830,000 
adult women read the MIRROR every day. 

This number includes 635,000 women ‘‘heads of households.” That’s 17.9% of the New York 
Metropolitan Area’s 3.5 million women heads of households. Compare that figure of 635,000 
MIRROR housewives with the total circulations, men and women combined, of other New York 
newspapers— Herald Tribune, 355,743; Times, 524,086; World-Telegram & Sun, 578,376, and Post, 


391,612! 


Add the fact that these women can afford comfortable homes, well-stocked refrigerators, well-set 
tables and a high standard of living*-and you know that MIRROR readers are many enough and 


moneyed enough to make advertisi 


pay off as it should in America’s greatest market. 


According to Politz, of the 2.08 adults who read each copy of the Daily MIRROR— 


635,000 are women heads of , 1,100,000 live in households where j * 635,000 men and 765,000 women 
households j annual family income is $3000-$7500 AS} =e shop for groceries or meats 
1) 970,000 are between 25 and eo. 1,360,000 live in households where | ‘2g 880,000 men and 270,000 women 
~ yy 45 years old A family members have bank accounts : are gainfully employed 
AMBR 315,000 are high schoo! graduates 1,470,000 live in households con- | S/F 850,000 live in households which 


*., or college alumni 


ifi; 


sisting of three or more persons 


(iy include 2 or more employed members 


CF 


\' there are children under 15 


870,000 live in households where 


mm 


someone owns a Car 


890,000 live in households where 


C 


1,120,000 men and women 
shop for frozen foods 


Similar statistics are available for the Sunday MIRROR. For a presentation of all the facts in ‘‘Characteristics of Readers and 
Non-Readers of the New York Mirror—A Survey Conducted by Alfred Politz Research, Inc.”’, write or phone National Advertising 


Department, MUrray Hill 2-1000, 235 East 45 Street, New York 17,N.Y. 


NEW YORK MIRROR 


that appeals to youth. The 
mission does not pay the individ- 
uals for their testimonials 

The ads run once a week in 19 
dailies in the state. The opening 
ad was 1,000 lines. Others in the 
series are 300 and 500 lines 
State, trade and farm publications 
also are being used 

In daily papers the commission 
asks that testimonials from women 
appear if possible on society pages 
or next to clothing ads, and that 
those from men 
pages 


com- 


appear on sports 


@ On a test basis, the commission 
is carrying the ads in eight high- 
school publications in Seattle 
Some work at these 
schools will be done by journalism 
classes in the form of surveys of 
readership and perhaps of student 
milk-drinking habits 

The commission is supported by 
a levy on dairymen on the basis of 
their butterfat sales 

J. Walter Thompson Co., Seattle, 
is the agency 


follow-up 


Iroquois Airs Nine Games 

Iroquois Beverage Corp., Butfa- 
lo, has signed for radio coverage 
of the nine-game football schedule 
of St. Bonaventure College on five 
New York and Pennsylvania sta- 
tions. All games originate from 
WHDL, Olean, home of the col- 
lege, and are fed via FM to WJTN- 
AM and FM, Jamestown, N. Y.; 
WESB, Bradford, Pa.; WWHG-AM 
and FM, Hornell, N. Y.. amd 
WKRZ, Oil City, Pa. On the latter 
Station the games sponsored 
by a local bank 


are 


Foreign Language Net Elects 
Ralph N. Weil of WOV, New 
York bi-lingual radio station, has 
been reelected president at the aM- 
nual meeting of the Foreign Lang- 
uage Quality Network in New 
York. At the same meeting Adam 
Young Jr. Inc. was appointed sales 
representative for the network 


= = . >= 


Don't 4 
Let 
The | 
Magical 


“50,000 POPULATION” 
LIMIT STOP YOU 


from reaching over 130,000 
consumers in the rich Pantagraph 
Market. Pantagraph readers bought 
from one-third to one-half more 
than the readers in four Iilinois mar- 
kets with over 50,000 population. 


ee 


Be Market-Wise ... 
Buy Market Size! 


7th LARGEST 


RETAIL SALES MARKET 
IN ILLINOIS... 


$130,849,800* 


*Copyright 1950. Sales Management 
Survey of Buying Power; further re 
production not licensed. Chicago ex 
cluded in all comparisons 

You're Morket-Wise when 


We you advertise in... 
Pantagraph 


o 
‘OOmiInGtoN ' 


Represented by Gilmon, Nicoll & Ruthmen 
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, By STANLEY E. COHEN, W 
Government Security System 
Unlike Wartime Censorship 

Ms WASHINGTON, Oct. 4—The new 

ecurit te now bel et up 

; } i the ve ent are 

like nines. There is sure 

t ox on one ¢ these 
Ad tte there ive secrets 
that ive to be protected But 
4nd what precautior have 
ot taken to prevent security reg- 
fron erving a i sanc- 
* tuar te Incompetence 
Du g World War II, the press 
two devices for dealing with 

Ne bureaucrats who abused security 

r ile One w Elmer Davis’ Of- 

S t f War Informatior vhich 
im constantly reviewed “classified” 
: infor tio ind torced open 
= rea f information which 
1 otherwise nave remained 

= The othe the Office of 
Ce } tied largely by 

eV ‘ ( i vill to go 

* -* to t f i Imate ew 
ey sto: nd force ecurits people 

Pas ta the po ! 

+ As it stands now, the newsman 
os : car ppe ! to the information 
4c office f the particular agency in- 

: volv: Ir nstance these 

inforn oftiee ire as news- 

J I c@n ‘ t men themselves 

: bat i ther tances they may 

y S@pink wecept edicts from above 
of or } he tatu to 
g fig) b i vel ealou c- 

curt ff 

These new ruk Vi iot be of 
gre. ent to ivertise is 
such, eve M il mtractor 
hav: \ ae equired to clear 

Mei the: 

: . * . 

< juBiciar co ttee has kept a 
oS tigh: lid on its hearings on Frieda 
e Hen nox mation to the fed- 
F eTa@l bencl Thi appotntment is 
| Opposed! everal bar group \c- 
e. cording t reports, the hearings 
a = hate bee ul rough 

: On riend THess vith a 

; bach ground broadcasting, re- 

port } fa fr d receptror 


Trailer Firm Appoints 


: Kenneth R. Peterson has been ap- 
; : pointed administrative assistant to the 
e president of the Fruehauf Trailer Com- 
: pany. He is one of 365,024 daily Wall 
street Journal readers from coast-to- 
coast. To reach men who are stepping 
up in business, advertise in. America’s 
Only National Business Daily. 


(ADVERTISEMENT) 


Communications 


Senate's version of the $5.5 billion 


by ex-newsman Blair Moody, now 


10% excise tax on appliances 


No other is 


add $2 billion to the tax bill, and 
then trying to make up $53,000,- 
000 by taxing household appli- 
ances. “Let's think twice before we 
turn this into a washboard Con- 
gress,” he warned. “Let us not 
squeeze our revenue out of the 
backs and knuckles of the Ameri- 
can housewife.” 
+ e 

Former Federal Communications 
Commission General Counsel Tel- 
ford Taylor is to be administrator 
of the new Small Defense Plants 
Administration. Except for the 
fact that it pays $17,508—which 
may not be big money to lawyer 
Taylor—the responsibility of find- 
ing defense contracts for small 
business can hardly be considered 
an attractive opportunity 

Long considered one of the most 
competent of the young lawyers 
who entered the government in the 
early days of the New Deal, Mr 
Taylor left FCC in 1942 to become 
a major in the Army. For his work 
in prosecuting war criminals, he 
was advanced to brigadier general 
Recently he has been practicing 


law in New York. As counsel for 


educational groups seeking large 


blocs of TV channels, he has been 
effective—and a _ perfect gentle- 
rman 

+ e . 

Federal Trade Commission’s 
success in obtaining a court in- 
junction against Imdrin advertis- 
ing bears watching, for the injunc- 
tion system gives FTC a fiercely 
sharp set of teeth 

Under this system, “dangerous” 
food, drug and cosmetic ads are 
stopped by court order while FTC 
decides whether it has a case 
against them 

In the past, ads of this kind ran 
for years, while FTC had hearings 
and reached a decision. Under the 
injunction system, the ads stop; 
the advertiser is in need of a quick 
settlement 

An injunction proceeding had not 
been used since 1938 before FTC 
re-discovered it last January. Ob- 
viously, courts are going to have 
to define the amount of “danger” 
that must be present before in- 
iunctions will be issued 
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Knott Hotels Get Award 


The 1950 annual report of Knott 
Hotels Corp., New York, has been 
selected by the Financial World 
board of judges as the best of the 
hotel industry, the third time in 
five years. Bertrand W. Hall & Co., 
New York financial public rela- 
tions counsel, prepared the report 


Holland Starts Campaign 

The Holland House Sales Co., a 
division of W. Sheinker & Son, 
New York, is featuring the Holland 
House Cocktail Mixes in a cam- 
paign running in more than 100 
daily newspapers. W. Ear] Both- 
well Inc., New York, is the agency 


Flannery Joins Shillitos 

Elizabeth Flannery, formerly 
sales promotion director for La- 
Salle & Koch, Toledo, O., depart- 
ment store, will join Shillitos De- 
partment Store, Cincinnati, in a 
similar position on Oct. 22 


Clarke Named Scott S. M. 
Peter A. Clarke has been named 


Milwaukee district sales manager 
for Scott Paper Co., Chester, Pa 


OY 
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10° Auto Cutback Coming Early in 1952 


WASHINGTON, Oct. 2—Production 
of 1,100,000 new automobiles dur- 
ing the final three months of 1951 
seemed certain this week, but a 
cutback of about 10% was pre- 
dicted for the first quarter of 1952. 

Achievement of the 1,100,000 
unit goal for the fourth quarter of 
1951 became likely after National 
Production Authority late last 
week found itself in a position to 
release additional materials which 


were “turned back” by the mili- 
tary agencies 

At the same time, NPA an- 
nounced that it intends to keep 


truck production at about 250,000 
units each quarter. This compares 
with 275,000 units produced during 
the third quarter this vear and a 


256,000 unit goal for the fourth 
quarter 

ein alloting materials among 
automobile producers, NPA uses 


a formula which gives General 
Motors 41.35% of the authorized 
total; Chrysler 21.65%, and Ford 


M 


That 
Som 
been 
azine 


pict 
milli 
and 


Yes. 


SCTOCOE: 


tome 


to a 


reach “class markets.” ; 


Better Homes & Gardens has changed the 


circulation, BH&G has been deliberately 


no general news pictures in BH&G, Nothing 


mean business! 


21.35%. Other allotments 
Studebaker, 4.2%; Nash, 
Hudson, 2.95%; Packard, 2.15%; 
Kaiser-Frazier, 1.55%; Willys, 
1.0%; Crosley, 0.35%, and Checker 
Cab, 0.1% 


are: 
3.3%; 


Angostura Issues Decals 

Angostura-Wupperman Corp., 
New York, has brought out a 
package of six decal giveaways, 
consisting of Virgil Partch car- 
toons, for consumer use in home 
bars and rumpus rooms. Distribu- 
tion will be through package stores 
and liquor-selling agencies. Rob- 
ert W. Orr & Associates, New York, 
is the agency 


NY Media Records Moves 

Media Records Inc. has movea 
its New York office to 353 Fourth 
Ave 


blich 


BACK HOME-Merrill Panitt 
Inquirer, traces his recent Evropeon tour for 
delphia, and Lee Keeler, president of the Philadelphia Guild of Advertising Men, 


right), tant to the p of the Philadelphia 


left) Hal Pennypacker, WPTZ, Philo 


during the group's opening fall meeting on Sept. 19 at the Essex Hotel. 


Seamless Rubber Co. Moves 

General sales offices of Seamless Dan Welch Joins FC&B Gardens, has joined Foote, Cone & 
Rubber Co.. New Haven, have Daniel Welch, formerly in the Belding in Chicago to work on the 
been moved to 464 Congress Ave. Detroit office of Better Homes & Toni Co account 


ee een 


Only THIS one of the 3 biggest man-woman magazines 
screens its huge audience for the BUY on their minds! 


It’s only the BU Y-minded 


lies, ever searching for things to make life 


\YBE you're one of the many who think 3! 2-million fami- 
you have to buy small circulations to 
pe ‘ 

fuller. homes happier, busy days easver— 


who bury their noses in BH&G! 


‘ 
may have been true—but no longer! 
ething new—something important—has they come 


what’s for 


Husbands and wives together. 


happening among big-circulation mag- up with definite ideas about 


THEM —and where to buy it! 


No other market is at once so BIG, so buy- 
MINDED. so buy -ABLE. It’s a kev market for 
any consumer product. Why not get a// the 
facts about BH&G’s better- 
income families—sereened for the BUY on 
their minds! 


s, 


ire—by offering advertisers a big 3!- 
on market of way above-average needs 
wants—and way above-average incomes! 3!o-million 


despite its quick climb to 3'o-million 


ning out all but your best possible cus- 


‘Ts. There’s no fiction, no sensationalism, 


ttract casual readers—only those who cect tttttts 


James B. Beam Plans 
Big Christmas Push 


Cuicaco, Oct. 3—James B. Beam 
Distilling Co. has announced plans 
for its biggest fall and Christmas 
promotion, rounding out 
a year in which the company has 
broken all previous sales records 


season 


Starting in October, the cam- 
paign calls for. insertions in Col- 
lier’s, Esquire, Fortune, Holiday 
Look, Newsweek, Time, True and 


other magazines. Capping the drive 
will be large, full-color ads just 
prior to Christmas, featuring Beam 
whisky in holiday packaging 

The magazine campaign will be 
supplemented at the retail level by 
large-space newspaper ads in more 
than 150 markets 
e The company also has sched- 
uled repeated insertions in For- 
tune, Harper's Bazaar, Town & 
Country and Vogue for Beam’s Pin 


Bottle, a ten-year old bourbon 
Although the major portion of 
the campaign will be carried in 


magazines, Beam also has stepped 
up its outdoor advertising through 
increased use of posters, painted 
bulletins and giant spectaculars at 
key traffic points 

Dealers will receive window dis- 
plays and counter cards. A four- 
page color insert in leading liquor 
trade publications will preview 
the campaign for dealers and dig- 
tributors 

Arthur 


agency 


Meverhoff & Co. is the 


Toby Press Names Resnik 

Benton J. Resnik, previously 
with the savings bond division @f 
the U. S. Treasury Dept., has been 
named v.p. in charge of circula- 
tion and promotion for Toby Press, 
New York 


Elects Farrand President 

The Advertising Agency Finat- 
cial Management Group, New 
York, has elected George N. Faf- 
rand, assistant treasurer of Young 
& Rubicam, New York, to its pref 
idency 


Joins Richard & Gunther 

Sanford H. Margolis, formerly 
with Roy Garn Co., has joined tBe 
copy department of Richard & 
Gunther, New York 


Fine Art, Effective Copy, 
Excellent Presswork, 


and FALPACO 


Double-Coated Blanks 
Create 14,000,000 
Authentic Miniature 
Posters 


For the third straight year Essanay 
Printing Company ot New York has 
pro 1 for ats client, Standard 
Outdoor Advertising, Inc., millions of 
replicas of outstanding 
posters. They are as 
scenery on the rights-of-way otf 
1,000,000 Lionel model railway 


luce 


precision-tine 


i-sheet used 


systems in the homes of the nation 
Perfection of Reproduction, meeung 
the exacting requirements of the 


sponsors and the participating national 
advertisers was a MUST 
Doubk 
tor thei 
imiftormity 
They 


Coated Blanks 
high level 
ot caliper and blue 
hinest repro 


Falpaco are 


famous smooth 
finish 
white color assure 
fuction tor four-color process or fine 
halt-tones. For specity 
Falpaco Double-Coated Blanks tor car 
cards, calendars, point-ot-sale displays 
Stocked im 3-, 4, 


best results, 


and mailing cards 

and 6-ply, only 
Distributed by authorized paper 
merchants from coast to coast. 


FALULAH 
PAPER COMPANY 


NEW YORK OFFICE e 500 FIFTH AVENUE 
NEW YORK 18, N.Y 
MILLS——FITCHBURG, MASS 
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+ ADVERTISING ART + PHOTOGRAPHY 
DISPLAYS » MOTION PICTURES 
re } *SLIDE FILMS 


sy 3 } 


ling 


STUDIOS INC. 


AND EDITORIAL ART 


— largest staff of 


nationally-known artists 


51 EAST S1ST ST. NEW YORK 
1928 GUARDIAN BLDG. DETROIT, 


601 N. FAIRBANKS CT. CHICAGO, ILL. DElaware 7-0400 
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you've coTto ACT BIG to SELL BIG 


ey 


West Coast 
haven’: been 
their collective 
finger on the reason for it, but 
their tabulation shows that in- 
quiries resulting from national ad- 


the 


Executives of 
Assn 


able quite to put 


Lumberman’s 


vertising are increasing rapidly 
By Sept. 19, the association had 
received 47% more inquiries for 
literature than it received during 


the entire vear of 1950. As a mat- 
ter of fact, 70,000 inquiries were 
received in a single week. Media, 
agency and copy appeals are un- 
changed 

Key to the increased inquiry 
volume may four-color 
ads were started in October, 1950. 
A four-color booklet was offered 
successfully that year. A new 
booklet this year has been even 
more successful. The list includes 
American Home, Better Homes & 


be color 


“a IN BIGGER BALTIMORE 


; Baltimore is Bigger . . . Richer, too! 

e Since 1940 family population has in- 
; creased 28> . . . spendable income has 
almost doubled. And to realize your 


of the Market. 


News-Post to get their “sales-share” 


Advertising in The News-Post reaches 
more than 58°o of City Zone families— 
Total net paid circula- 


For a detailed review of growth in 
Baltimore ask your Hearst Advertising 
Service representative to show you a 
copy of “A Visit To Bigger, Richer 


, sales potential in Bigger, Richer Balti- (197,000 plus). . 

; . more you must use a bigger vehicle 0" exceeds 225,000. 
than you used ten years ago. 
Today, successful advertisers in the 

; Nation's 6th largest city use the larger 

rs evening circulation of The Baltimore Baltimore.” 


Baltimore News-Post 


First in Circulation ... First in Coverage in the 6th Largest City 


A HEARST NEWSPAPER — REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE WITH OFFICES IN PRINCIPAL CITIES 


g es 
Pe ey 
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4 JLB 


PP vir "Seen noe 


Gardens, House Beautiful, House & 
Garden, with two-color copy in 
Country Gentleman, Farm Jour- 
nal and Parents’ Magazine. Mac 
Wilkins, Cole & Weber is the 
agency 

- e 


Rumors that Ralston Purina Co 
has made a major shift in media 
for all products are exaggerated 
When the company, through Gard- 
ner Advertising, dropped the Tom 
Mix radio show last vear, it 
stepped up its use of newspaper 
comics sections, plus spot radio 
for the adult group 

This fall, the company is spon- 
soring a half-hour weekly “Space 
Patrol” show on ABC radio and 
a half-hour bi-weekly version of 
the same program on ABC-TV. The 
company still will use some com- 
ics advertising and spot radio in 
markets where it is planning to 
introduce the new Rice Chex 
Pages in Life also are included in 
the schedule 

+ . 

Northwest Airlines recently sent 
out a form letter urging a certain 
association to have delegates to 


its forthcoming convention use 
Northwest for traveling to and 
from the convention. “Air travel 
will save your delegates time and 
money—it is the surest way te 
guarantee an excellent turnout,” 
the letter reads, in part. The as- 


sociation to which it was sent? 
the Assn. of Railroad Advertising 
Managers, no less! 


PRSA Forms Commission on 
Public Relations Research 

A commission on public rela- 
tions research has been named by 
the Public Relations Society of 
America. The group will make a 
five-year effort, attempting to 


supply present PR _ practice in 
the U. S. with basic studies in so- 
cial science and _ psychological 


backgrounding 
field 

Among the commission members 
are W. Howard Chase, director of 
public relations for General Foods, 


pertinent to the 


and J. Handly Wright, public re- 
lations director for Monsanto 
Chemical Co 

TV Output Cut 13°. 


The manufacture of television 
sets was cut 13% in the first eight 
months of 1951 as compared with 
the same period in 1950, accord- 
ing to Radio-Television Manufac- 
turers Assn. Only 3,633,516 sets 
were produced this year as com- 
pared with 4,184,000 last vear. Ra- 
dio set output dropped 3.5% in 
the same period, from 9,303,000 
last year to 8.977.232 this year 


Firestone Names Elsam 

Hugh C. Elsam, formerly with 
the sales and advertising depart- 
ment of Tuckett Tobacco Co 
Hamilton, Ont.. has been named 
advertising manager of Firestone 
Tire & Rubber Co. of Canada, 
Hamilton 


Purity Introduces 3 Mixes 
Purity Flour Mills, Toronto, i 
preparing to push three new cake 
mixes—white, chocolate, and gin- 
gerbread—-in a Canadian newspa- 
per and radio campaign. F. H. Hay- 
hurst Co., Toronto, is in charge of 


the drive 
CG hic 


PH@TO-E RAVERS 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


679 N. WELLS ST., CHICAGO 10, ILL. 


WhHitehol! 4-3450-1-2 
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LUNCH TIME MEANS 
LUNCH AT HOME 
FOR HOUSEHOLD FAMILIES 


6,000,000 people home for lunch! Even 
if Dad eats lunch at work, the odds are 
that he brought it from home. 

That's the thing about Household 
communities—small cities and towns 
under 25,000. The influence of home is 
constant. Particularly with Household 
families—76% of them ow» their 
homes! 

Household is their magazine because 
Household is all home, too—meal plan- 

| ning, gardening, building, decorating. 

For you who sell home products, this 
makes a perfect set-up— home editorial, 
for home families, in the home towns of 


America. 


HOUSEHOLD HITS HOME 


HOUSEHOLD again, . 


Capper Publications, Inc. 


Topeka, Kansas 
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t 
: WOR Names Henry Wilson Springer Succeeds Stews —_ me eee —— - ‘Fat Man’ Finds a Good Cigar Is No Joke 
apn fine the Publicity- as publisher of Omnibook, New Atlanta. has affiliated ts four ABC New York, Oct. 3—The Fat) is full of cigar smoke, and very 


News, New Hyde Park, New York, York, but will continue as treas- publications with National Busi- Man grasped the bull by the horns poouliar elger smoke. It smells like 
has been named trade news edi- urer and a director of the corpora- ness Publications. They are Elec- and found a good cigar is no joke. tar rope burning 

tor of WOR and WOR-TV, New tion which publishes the maga- trical South, Southern Automotive On the July 18 broadcast the fic- es 

York, succeeding Walter V. Ben- zine. He will be succeeded as pub- Journal, Southern Power & In- tional detective was shooting the @ Still later, after finding a cigar 
nett Jr., who has resigned to join lisher by Jonathan D. Springer, dustry and Textile Industries. In- breeze with a friend, a baseball stub in an apartment, Barney said 
the public relations department managing director of the Reli- qustrial Press, New York, has 


manager named Barney. Barney to the Fat Man, “Why, that’s one 
of General Electric Co., New York. gious Book Club. added its Heating & Ventilating hockad sadly at his cigar. of tnes Ot Gore” 
and Machinery to NBP “Rope!”, he said, “A tarred rope Fat MAN: That's right 
at that...” BARNEY: But, Brad, Lou Dixon 
Otters Blood Donor PR Manual Fart Man: Sure, I didn’t think smokes those! 
In an effort to enlist support they made a cigar you didn’t like, Fat Man: So could doped-up 
from advertisers in connection Barney gunmen, Barney 
with the Armed —— we BARNEY: I didn’t think so either, The dialog fell gratingly on the 
nor program, a publicity manua 


as : available by the until I tried this baby. (El Torro ears of officials of S. Frieder & 

 wetnemad ype gh ong A of [sic] with a picture of a bull Sons, Wilkes-Barre, Pa.. a com- 
he ggg ee Ale — Vy. stamped on its side.) Look at it!; pany which makes, among other 
Public Information, Washington I : 


25 (He laughed.) It’s the bull all brands, an El Toro [sic] cigar. 

~ right—don't see how he stands Correspondence promptly began 

LaBonte Joins McGraw-Hill them. between the company and its at- 
Richard H. LaBonte, formerly Still later on in the show, the) torneys, Lichtig, Mossler & Green- 


editor of Food Packer, Chicago, ©#@r’s donor was again referred | field, New York 
has been appointed promotion and t© as “the guy who gave me this| The attorneys began talking to 
market research manager of Food lousy cigar.” And still later, the the American Broadcasting Co., 
Engineering, New York Fat Man said, “I mean this room. which had aired the Fat Man show 
as a sustainer. 

In lieu of settlement, a retrac- 
tion and solid plug for El Toro 
were finally agreed upon, with a 


Frieder official urging that “we 
EADLI he Ee t would like to get as much free ad- 
LOS A e vertising in c nce of i 
RK) 


consequence this 
as we can.” 


|@ On Sept. 13, Joseph A. McDon- 
ald, v. p. sed general attorney of 
| ABC, advised the law firm that he 
was sending two copies of a state- 
ment to be broadcast Sept. 19 or 
26. It would, the ABC attorney 
said, be handled by the Fat Man 
himself and reach approximately 
the same audience, and he added 
that he hoped this “appeals to you 
and your client as a suitable way 
in which to rectify the mistake 
| which we made 

S. Frieder & Sons agreed. 

On Wednesday, Sept. 26, actor 
Jack Smart, who plays the Fat 
;Man, stepped to the mike and 
explained... 
| “You know, friends, during the 
| years we have been on the air, we 
have always used fictitious names 
of places and products. However, 
a few weeks ago one of our stories 
contained a reference to a cigar 
which we named El Toro. Later 
we found out that there is a very 


g 4 fine cigar of the Same name, man- 
ufactured by S. Frieder & Sons Co 
¥ : of Philadelphia, one of the largest 
q \ fy \ — y cigar manufacturers in the coun- 
es " a- ‘=. fe yy, try. This is the company that also 
- ; ; / *. : ¢ manufactures Garcia Grande and 
’ yy Habanello cigars 
rae “1 Vy “I would like to take this op- 
*s V yy) portunity to apologize for any re- 
\ "BEN = Vy 4 flection we may have accidentally 


cast upon their fine product. . .In- 
cidentally, I appreciate the aroma 
of this good cigar myself. Thanks 


Ace TV disc jockey, Gene Norman, teams up with and good night.” 


! 
Pacific Slope Papers Elect 
John Fournier of the News- 
a : sos i Ow in Los An eles! Journal, Kent, Wash. has been 
nighttime participation sh g elected president of Pacific Slope 
Newspapers. Other officers elected 


Snader Telescriptions ... it’s the brightest 


: pe -_ P Son The Kine ire Hugh McGilvra, publisher of 
Here's a neatly tailored, hard-selling TV show expressly for television. Peggy Lee. The King the News-Times, Forest Grove. 
with a ready-built audience to help you sell Cole Trio, Patricia Morison, Tex Ritter. Red Ore., v.p.; Mary E. Brown, co- 

4 i ady coun b : His 5 P tan Cals Calloway. Mel publisher of the Spokesman, Red- 
P your product or service in Los Angeles. Nichols and His 5 Pennies, Cab Calloway. mond, Ore., secretary, and Virgil 
y Gene Norman has been the tops in radio Torme and a host of other stars appear every so gd of the Sun, Sunnyside, 
4 ‘ ‘ : on . : . - : ash., treasurer. 
dise jockeys in this town for years. Now he week on The Gene Norman Show. 
+ swings his loyal audience to TV on KNBH. You can buy participations on The Gene Ware Bros. Names Boyles 
a With rare technique he introduces the glamor- Norman Show for an amazingly low figure. Stephen M. Boyles, formerly di- 
: 7- i . : T » Be ole :4 : rector of public relations of the 
ous Snader Telescriptions: top-quality motion The show is viewed from 10:30 to 11:00 p-m., Massachusetts Farm Bureau Fed- 

i pictures of well-known singing, dancing and Monday through Friday. Contact KNBH, eration, has been appointed ad- 

‘ : . : . ares "¢ Galea . vertising manager of Ware Bros 
i musical novelty acts... filmed in Hollywood Hollywood, or nearest NBC Spot : ales Office. Co.. Philadelphia, publisher of 

: County Agent & Vo-Ag Teacher 

+ | and Farm Chemicals. 

7% ' , 

Ws NBC HOLLYWOOD TO SELL THE BUYING Kaplan Joins Goldsmith 

el Ben Kaplan, formerly operator 

A of a Providence, R. I., agency, has 

i ’ been named an account executive 

‘a MILLIONS IN AMERICA s with Goldsmith & Tregar, Provi- 

Z dence. 

i. 


2ND LARGEST TV MARKET! Newman Joins Fielder 


H. P. (Hank) Newman _ has 
Lee joined the sales staff of Fielder, 

» Sorensen & Davis, Oakland, Cal., 
‘car card sales organization. 


7 eet oa en oe TS, 
_@ cars registered nere: 2 
‘ : > ee adding 41 million —— to capa 
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| ‘Pantagraph’ Shifts Admen 


Perry J. LaBounty, general ad- 
vertising manager, has been pro- 
moted to national advertising man- 
ager of the Daily Pantagraph, 
Bloomington, Ill, and Theron L. 
(Pat) Stoik has been named local 
advertising manager. Fred Larey 
Jr. has been named manager of 
classified advertising. 


| Leo's Stores to Guenther 


Guenther, Brown & Berne, Cin- 


| cinnati, has been appointed agency 


for Leo’s Stores, retail auto supply 


Radio Show Gets Sponsor 

Lewis Dog Food Co., Los An- 
geles, for Dr. Ross dog and cat 
food, has signed “Theater of Fam- 
ous Radio Players,” on 18 Colum- 
bia Pacific Network stations, Sun- 
day afternoons, 3:30-4. Rockett- 
Lauritzen, Los Angeles, is the 
agency. 


Trade Fair Appoints Bozell 
Bozell] & Jacobs, Chicago, has 
been appointed agency for the In- 
ternational Trade Fair, which has 
selected Chicago as its permanent 


Heddon's Reappoints Rogers 
Rogers & Smith, Chicago, has 
been reappointed agency, after a 
four-year separation, for James 
Heddon’s Sons, Dowagiac, Mich., 
maker of Pal rods and reels and 
Heddon bait. Rogers was Heddon’s’ 
agency for almost 20 years, until 
1947, when Brown Advertising 
Agency, Akron, Was appointed 


Loomis Advertising Moves 
Loomis Advertising Co., Kansas 

City specialist in telephone direc- 

tory and car card advertising, has 
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Bennett Joins All-Year Club 

George E. Bennett, formerly an 
account executive with Foster & 
Kleiser, has been named a field 
director of the All-Year Club of 
Southern California. 


22 MONUMENT SQUARE 
PORTLAND. MAINE 


and appliance outlets. site. 


SEA TREND—This Rand McNally ad ap- 

peared in New York Times Book Review 

Sept. 30, starting the second year promo- 

tion for ‘Kon-Tiki,” and proclaiming the 

merits not only of its own book but of 

other publishers’ sea stories now on the 
best seller list 


Lionel Joins Ten 
Other Advertisers 


in Unique Promotion 


New York, Oct. 3—A triple 
tie-in- —designed to heighten home 
interest in advertising—was an- 
nounced last week by the Lionel 
Corp., Standard Outdoor Advertis- 
ing, and ten leading national ad- 
vertisers. 

Lionel, which describes itself as 
the world’s largest maker of model 
railroads and equipment, will dis- 
tribute 650,000 sets of miniature 
poster panels with its 1951 Christ- 
mas catalog. Each set will contain 
10 panels. 

The miniatures feature outdoor 
poster designs for Plymouth cars, 
Wrigley’s spearmint gum, Halli- 
crafters television, Frigidaire, 
Heinz soup, du Pont anti-freeze, 
Atlantic gasoline, General tires, 
Florida’s Silver Springs and Baby 
Ruth candy. 


s Lionel will use ads—mostly 
pages—in more than 25 publica- 
tions to promote the catalog and 
feature the miniature posters. On 
the list are American, Collier's, 
Coronet, Cosmopolitan, Boys’ Life, 
Good Housekeeping, Life, News- 
week, The Saturday Evening Post, 
This Week and Time. The ads, 
heavily concentrated in November 
issues, will carry coupons offer- 
ing the catalog for 25¢, with the 
set of miniatures as a premium. 
Cost of the project is being un- 
derwritten by the ten advertisers, 
Lionel and Standard Outdoor. 
Lionel’s agency is Buchanan & Co. 


CBS-Radio Names Three 


Kenneth L. Yourd has been 
promoted to director of business 
affairs of the network program de- 
partment of Columbia Broadcast- 
ing System, New York. He has 
been succeeded in a similar post 
with the western division, Holly- 
wood, by John F. Meyers, his as- 
sistant. Anne Nelson has been 
named Mr. Meyers’ assistant. 


PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


$15 BILLION MARKET— 
AND STILL GROWING! 


Negro income up, employment up, pur- 
chasing wer up — and they're still 
rising! e Negro market is big business 
— and getting bigger every day! 15 mil- 
lion American Negroes must eat, drink, 
clothe themselves: spend $15 billion on 
things you sell. Sell the Negro market — 
the way they want to be sold — through 
their own Race publications, the news- 
papers and ——- they welcome into 

hearts. Negroes are loyal 


of this huge $15 billion slip away! Ad- 
vertising effort pays off big in the Negro 
ress! For full details write Interstate 
nited Newspapers, 545 Fifth Ave., N. Y., 
serving America’s leading advertisers for 
over a decade. 


ONE EXAMPLE: for @ publication that 
sells the cream of this rich market. you can’t 
beat the New Courier—read by 1,500,000 Negroes 
in 42 states each week. Color comics, magazine 
section, and news section help make {t_ Ameri- 
ca’s most complete newspaper. 

MNegro—you'll sell the Negro! Act now! 


Boys Life 


Tell the 


, ~ 
Hi ~ 


AS ADVERTISED 


—— 
<— 
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PUBLISHED 
FOR ALL BOYS 


—read by more boys 
10-17 than any/other magazine. 
Over 2,000,000 monthly. 


“the national magazine for boys” 
2 Park Avenue, New York 16, N. Y. 


ee ee oe 


moved to 810 Baltimore Ave 
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An Important BUY-LINE In Merchandising Today 


“As Advertised in BOYS’ LIFE’ and merchandised 
at the point of purchase, your product wins instant 
attention and consumer loyalty. Here's why. Published 
by the Boy Scouts of America, BOYS’ LIFE enjoys 

the unbounded confidence of: 


@ 18,000,000 former Scouts in the U. S. 
@ millions of parents of Boy Scouts 
@ friends of Scouting everywhere 


And most important of all, the resounding 
endorsement of: 

1 OUT OF EVERY 2 BOYS IN THE U. S. TODAY 
WHO ARE JOINING THE BOY SCOUT 
MOVEMENT DURING HIS SCOUT AGE SPAN. 


Truly, the most important buy-line your advertising 
can earn in the youth market is: “‘As Advertised in 
BOYS’ LIFE, Published by the Boy Scouts 
of America.”’ ; 
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Wives! Don’t Get Too Chummy with Wives 
of Men Your Husband May Later Outrank 


New York, 
the distaff 


of business 


Oct. 3 
side. Part 
executives 

Accoraing to findings of a For- 
tune study, the ideal management 
wife is always ready 
to adjust, and non-interfering 


This is for 
icularly wives 


£regarious, 


The study, based on interviews 
with 220 executives and their 
wives, and described as the first 
ever made of the “executive-wife- 


corporation tangle,” comes up with 


seven commandments for the 
ladies 
1, Don't get too chummy with 


the wives of associates your hus- 


band might soon pass on the way 


up 


2. Don't invite superiors in rank 
-wait for them to make the first 


bid 


3. Don’t be disagreeable to any 
You 


company people 
never know 

4. Be attractive 
way 


wife’s appearance 


5. Keep up with the Jones’—but 
don’t move ahead abruptly or os- 
the timing must be 


tentatiously: 
exquisite, 


you 


meet. 


and stay 


that 
There is a strong correlation 
between executive success and the 


IRVING WOOLF & CO. 


The Hoopers ROSE on 
all CBS Shows 


WHEN THEY MOVED TO- 


@ HHere’s dramatic proof of the BIGGER audiences delivered by Des Moines’ 


it PAYS T0 USE Photo Gelatin printinc 
. MORE VALUE, MORE BEAUTY-FOR YOUR MONEY 


CHICAGO: 35 §$ 


DEARBORN ST 
LOS ANGELES: 6769 LEXINGTON AVE 


DES MOINES 


..-and the Great LOCAL Shows Continue to Lead! 


6. Don’t be too outstanding in 
personal ways; don’t be too chic, 
too well-bred. 

7. Don’t be too intellectual 


@ If all this adds up to conformity, 
reports Fortune, it’s merely a re- 
flection of the fact that 
younger generation of executive 
wives is the most “group-minded” 
the U.S. has ever had. 

“People used to like to talk, at 
least, of individualism,” says For- 
tune, “but today’s young couples 
not only concede their group- 
mindedness, they champion it. 
They blend with the group 
cause they believe group-living is 
the key to the pursuit of happi- 
ness. 

According to the wives them- 
selves, the ideal corporation wife 
is one who doesn’t complain, one 
who doesn’t fuss when a transfer 
comes up, one who doesn’t engage 
in any controversial activity. Less 
than ideal, they say, is the med- 
dler, climber and fixer 

The average corporation 
Fortune, is resolutely 


today’s 


be- 


wife, 
anti- 


says 


“" : * ti 4 
WOLVERINE 2-+WORK SHOES 


Ne Other Shoes in the World Like Them / 


on remen 


BUSINESS SPEAKS UP—Wolverine Shoe & 
Tanning Corp., Rockford, Mich., has joined 
the list of companies promoting free en- 
terprise. Ruthrauff & Ryan is the agency. 


feminist. She regards herself as 
a “stabilizer,” the keeper of the 
man’s retreat, and a good listener. 

A topic wives dislike intensely 


KRNT! Even before the big CBS shows joined the big local shows and big 
audiences on KRNT June 15th, KRNT led in Des Moines listeners MORN- 
ING, AFTERNOON, AND EVENING —and continues that amazing 
record, Of the 19 CBS shows that moved to KRNT without a change or 
summer replacement, ALL NINETEEN gained a greater Hooper share of 
audience on KRNT the very first month! 


HERE'S THE PROOF! 


Grand Slam 
Wendy Warren 
Aunt Jenny 
Helen Trent 
Our Gal Sunday 
Nora Drake 
Hilltop House 
Kings Row 
House Party 
Strike It Rich 


BEFORE 
18.2°/, 
17.8 
28.6 
26.1 
23.4 
14.0 
10.9 
19.0 
17.6 
22.8 


AFTER 
32.7%, 
37.9 
35.7 
46.4 
56.7 
41.2 
37.5 
43.7 
33.3 
32.7 


Arthur Godfrey (morning) 
(Average of last 60 minutes) 


Hollywood Star Playhouse 
Mr. and Mrs, North 

Dr. Christian 

FBI In Peace and War 
Mr. Keen 

Rex Allen 

Camel Caravan- 
Gangbusters 


NOW, More Than Ever, You're Right When You 


SOURCE: 


STATION WITH THE 
FABULOUS PERSONALITIES AND 
ASTRONOMICAL HOOPERS 


Winter-Spring, 1950-51, C. E. Hooper Audience Index 


July, 1951, C. E. 


Hooper Audience Index 


sv 


yr 


BEFORE AFTER 
33.4%, 47.9%, 
25.0 29.0 
38.3 59.1 
25.5 28.0 
36.1 41.2 
28.8 33.3 

3.9 19.5 
19.2 30.8 
33.8 51.4 
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REPRESENTED BY THE KATZ AGENCY 
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to talk about is their exclusion 
from office life, says Fortune. The 
Christmas office party provokes 
surprisingly bitter feeling from 
many wives because it dramatizes 
the wife’s exclusion 

Wives, it was found, blame the 
corporation for making their hus- 
bands work too hard. Few of them, 
however, suspect that the com- 
pany is a divisive agent in the 
home in the sense that the cor- 
poration gives the men standards 
of living higher than theirs 

At work, the executive enjoys 
power and the services of secre- 
taries and subordinates; in his ser- 


vantless home, he washes the 
dishes, 
FOOD IS FAVORITE GIFT 


FOR CHRISTMAS: ‘FORTUNE’ 


New York, Oct. 3—With Christ- 
mas less than 90 days off, Fortune 
last week published a_ survey 
revealing that food is the favorite 
company Christmas present—both 
for employes and customers. 

More than a third of 59 com- 
panies surveyed reported annual 
gifts (other than money) to their 


employes, and more than two- 
thirds (297) said they re:nember 
their customers, suppliers and 


other business friends 


@ Here are the ten most frequently 
chosen presents 


AVERAGE 

TO EMPLOYES PRICE 
1. Food products $ 8.82 

2. Liquor 4.23 

3. Household gifts 16.47 

4. Gift certificates 11.01 

5. Leather goods 5.71 

6. Perfumes, cosmetics, toiletries 1.72 

7. Wearing apparel (men’s) 9.72 

8. Jewelry 28.06 

9. Wearing apparel (women's 445 

10. Sporting goods 13.81 
AVERAGE 

TO BUSINESS FRIENDS PRICE 
1. Food products $ 2.46 

2. Leather goods 5.62 

3. Household gifts 4.98 

4. Jewelry 6.77 

5. Liquor 10.72 

6. Wearing apparel ‘men’s 5.07 

7. Wearing apparel ‘women's 4.05 

8. Perfumes, cosmetics, toiletries 3.66 

9. Gift certificates 15.06 

10. Sporting goods 35.62 


Standard Sets Fall Drive 

The fall campaign of Standard 
Oil Co. (Indiana), using more than 
1,700 newspapers in midwest cities 
from Oct. 1 through Nov. 5 and 33 
radio programs in 24 cities, 
Stresses the “King-size Gas Buy” 
story, plus an added pitch for Per- 
malube motor oil. Television also 
will feature the theme, over the 
“Wayne King Show” and a week- 
ly Red Grange stint on WGN-TV, 
Chicago. Outdoor and point of sale 
supplement the autumn campaign. 
McCann-Erickson, Chicago. han- 
dles the account. 


Westinghouse Boosts Brown 
Don M 


Brown, assistant man- 
ager of sales administration of 
Westinghouse Electric Corp., 


Bloomfield, N. J., has been promo- 
ted to manager, succeeding Harold 
G. Cheney, recently named man- 
ager of electronic tube sales. 


Sponsor Probes 
RED CHANNELS 


Radio-TV Magazine Reports On 
Menace of Air “Kangaroo Court” 


ARE AMERICAN ADVERTISERS 
BEING BLACKMAILED? 


What's behind the organization a 
General Foods spokesman called a 
“kangaroo court’? Who supports it? 
Is its influence rising? 


This exclusive SPONSOR feature 
starts in the current issue (out Oct. 
8). No advertiser or agency man con- 
cerned with the future of the radio-TV 
industry can afford to miss it. 


If you are not already a subscriber to 
“the use magazine for radio and TV 
advertisers,” write or phone today. 
Subscription $8 a year—26_ issues. 
Local offices in Chicago and Los 
Angeles. 


SPONSOR: 5i0 Madison Avenue 
New York City (MUrray Hill 8-2772) 
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D. C. Marketers 
Make First Awards 
to Government Men 


WASHINGTON, Oct. 2—Secretary 
of Agriculture Charles Brannan 
was the guest speaker Sept. 26 as 
the local chapter of the American 
Marketing Assn. announced the 
first winners of its new award for 
significant contributions in the 
field of marketing by employes of 
government agencies. 

He said the award is “a most 
refreshing note” in a public at- 
mosphere “wherein the customary 
gesture toward those in public 
service seems to consist of nothing 
but avalanches of criticism and 
ridicule.” 

First prize went to C. J. Otten, 
of the Agriculture Department, for 
a report outlining weaknesses of 
the wholesale produce market of 
Boston and a plan for modernizing 
the Boston market. Two other 
Agriculture Department reports 
and a Census Bureau study re- 
ceived honorable mention. 


@ The award was set up by the 
chapter to recognize government 
men who make notable contribu- 
tions toward the AMA theme ob- 
jective, “Reducing the Cost of Dis- 
tribution.” 

Judges, under the chairmanship 
of Floyd Hoskins, executive v. p. 
of Corn Industries Research Foun- 
dation, selected the winners from 
among 26 entries. 


Idche Potato Drive Opens 

Page-and-a-half ads in Chain 
Store Age and Super Market Mer- 
chandising will announce a $7,- 
500 display contest for stores sell- 
ing Idaho potatoes, as part of the 
potato campaign sponsored by the 
Idaho Advertising Commission. 
Food Topics is carrying smaller 
ads. Newspapers in 63 markets and 
restaurant publications will be 
used during the coming year for 
the commodity. The account is 
handled jointly by Cline Adver- 
tising Service, Boise, and Bots- 
ford, Constantine & Gardner, Port- 
land, Ore. 


‘Hairdresser’ Ups Martin 

Ray W. Martin has been ap- 
pointed executive v. p. of Ameri- 
ean Hairdresser, in addition to 
continuing as eastern manager. He 
was formerly associated with 
Scripps-Howard and Hearst news- 
papers. 
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Before closing your budget 
investigate this new idea 
in appliance merchandising. 
Pocket-size — digest style. 
Write, wire or phone for 
complete details. 


APPLIANCE DIGEST 
450 W. Fort St. 
Detroit 26, Michigan 


‘Sun-Times’ Boosts Tarpey 

Martin W. Tarpey, in the na- 
tional advertising department, has 
been promoted to manager of sales 
development of the Chicago Sun- 
Times, a newly created division 
of the promotion department. 


Branham Opens in West 

Branham Co., advertising rep- 
resentative, has opened a San 
Francisco office at 703 Market St. 
and a Los Angeles office at 6367 
Wilshire Blvd. 


Two Appoint Maercklein 
Robert W. Maercklein Adver- 
tising, Milwaukee, has been ap- 
pointed agency for Brush-Save 
Inc., paint brush and roller clean- 
ers, and S. S. Rice Co., Foot For- 
mula #33, both of Milwaukee. 


Line Material Boosts Two 

R. G. Wheaton has been promo- 
ted to sales manager of Line Ma- 
terial Co., Milwaukee. He has been 
succeeded as eastern sales man- 
ager by R. E. Peterson. 


Promotes Smith's Clocks 


S. Smith & Sons, Montreal, is 
using magazines and roto sections 
of weekend newspapers for its 
Smith's English clocks, with trade 
publications and direct mail set 
for trade advertising. The Mon- 
treal office of James Fisher Co. is 
the agency. 


Three Appoint Segall Agency 

Theodore H. Segall Advertising 
Agency, San Francisco, has been 
appointed agency for Horsetrader 
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Ed, San Francisco used car dealer. 
Other new Bay City accounts for 
the agency are Gurley-Lord Tire 
Co. and R. D. Schwalb Co. 


CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 
ESTABLISHED 1830 
Direct Mail - Catalogs - Publications 
one or more colers 


714 S. Adams St., Marion, Indiana 


Executive Offices: 461 EIGHTH AVE., NEW YORK CITY 
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Advertising Typographers 
Association 
of America, Inc. 


in this category 


“Worthy of imitation” is one of the several definitions given tor 
the word “model.” We looked it up because one hears so much 
nowadays about “model homes,” “model dairies,” “model laun- 
dries” and model this and that. So let us tell you about model 
typesetting establishments. Just 73 such institutions in the United 
States make up the membership of the Advertising Typographers 
Association of America, Inc. 

We wish you might visit all of the ATA plants and observe how 
very much alike they are. You will note at once the superior work- 
ing conditions. You will find all have an abundance of light, both 
natural and artificial, broad aisles, ample room around stones, 
cabinets and racks. You will be impressed by the finest and most 
modern typesetting equipment. And even more impressive is the 
high morale among the expert compositors who take a genuine 
interest in their work. 

Casting devices, cases, stones and proofing equipment are so 
arranged that a job will pass through its varied phases with a 
minimum of lost time and lost motion. The same studied economy 
of movement is carried out everywhere in the plant. Work flows 
smoothly along without a single wasted operation. Jobs are 
charged for on the basis of time required. These steps to save 
time mean saving the client money. 

Personnel is in keeping with the high mechanical standards. 
Competent contact men discuss your problems with you; intel- 
ligent telephone operators get your messages straight; reliable 
messengers form the link between plant and your office. Efficient 
foremen and supervisors follow through on each job—alert for 
opportunities to cut time and costs—/or your benefit. 

This tout through a modern ATA plant will show you that it is 
geared for efficiency, quality, time-saving and service. These qual- 
ities explain why a handful of such plants set most of the fine 
advertisements appearing in the country’s magazines. 

If you have never used ATA service, it is high time that you 
found out about it. A telephone call to your nearest ATA member 
will bring you complete information. It’s worth while. 


Advertising Typographers Association of America, Inc. 


JERRY SINGLETON, Executive Secretory 
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AKRON, O. 
The Akron Typesetting Co. 
ATLANTA, GA. ' 
Higgins-McArthur Company 
BALTIMORE, MO. 
The Maran Printing Co. 
BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 
BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 
CHICAGO, IiL. 
. M. Bundscho, Inc. 
¢ Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 
The J. W. Ford Company 
CLEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 
Dayton Typographic Service 
DENVER, COLO. 
The A. B. Hirschfeld Press 
DETROIT, MICH, 
The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 
INDIANAPOLIS, IND. 
The Typographic Service Co., Inc, 
KALAMAZOO, MICH. 
Claire J. Mahoney 
LOUISVILLE, KY. 
The J. W. Ford Company 
MILWAUKEE, WIS. 
Arrow Press 
George F. Wamser, Typographer 
MINNEAPOLIS, MINN, 
Duragraph, Inc. 
NEW YORK, N, Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Adas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
, Graphic Arts Typographers, Inc. 
Huxley House 
Imperial Ad Service 
King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 
Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc.‘ 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 
NEWARK, WN. J. 
Barton Press 
Wilham Patrick Co., Inc. 
PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 
Paul O. Guiesey 
ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 
SEATTLE, WASH. 
The Deers Press 
Frank McCaffrey's Acme Press 
of Seattle 
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AMERICAN SKY ADVERTISING CO. 


~ NEW YORK OFFICE 


224 EAST 38TH ST 


burgh and Detroit will begin on 
Nov. 1 for Thornton Canning Co., 


Thornton, Cal. The San Francis-| 
ice office of Roy S. Durstine ine. | 


‘is the agency 


ywer-FLYIWe) Lido Tomato Paste to Bow | Spencer Chemical Sales Up 
BANnNe! a ‘Vs A three-month newspaper and Sales of Spencer Chemical Co., 
@ HITE NEON-FLYING TV campaign to introduce Lido} Kansas City, for the fiscal year 
© SKY - BROADCASTING tomato paste to St. Louis, Pitts-/ended June 30, were $23,735,518, 


as compared with $19,395,960 for 
the previous year. Earnings for the 
year were $4,562,065 or $4.18 per 
share; last year $4,461,312 or $4.39 
per share was earned. 


Cross the ocean inar 


g\ 


owboat ? 
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INTEQNATICNA 


Ai fii) 


. Masterpit «ce THO 


} S 4 


FURNITURE OUT FRONT—This spread is part of a four-page International Furniture 
Co. ad to appear in October issues of Living for Young Homemakers and House 
Beautiful. The ad was created to celebrate International's recent merger with S 
Karpen & Bros. One spread is devoted to the Karpen Division, the other features the 
International Division. Weiss & Geller, Chicago, is the agency. 


Schaefer Beer Bought by More F amilies : 
‘Than Any Other in New York, WOR Says 


New York, Oct. 4—Latest prod- the basis of beer on hand as check- 


Makes just as much sense as trying to cover 


The BIG 
HOUSTON MARKET 


WITH ONE NEWSPAPER 
(1,259,295 people or 365,347 families — City and RTZ*) 
7 Here's how to cover 365.347 families: 


—— 


Circulation Coverage 


44% | = 165,142 j 45% 
j 
46% | 179,125 


i : 


Circulation 


Coverage 


160,997 
170,494 


Daily 
bxecod 


* ABC Publisher's Stotement, March 31, 1951 


| The HOUSTON POST 


Texas’ Largest Morning Newspaper 


“4 W. P. Hobby, President 


| Oveta Culp Hobby, 
Executive Vice President 


Ralph W. Runnels, 
Director of Advertising 


Witton and Ecliled. 
TO MERIT your (onfidence 


Nationally Represented by 
MOLONEY, REGAN & SCHMITT, Inc. 


ma ~ 


| uct poll findings to be released by 
WOR and WOR-TV shows that 
| Schaefer beer, which sponsors the 
Dodgers baseball games over 
| WOR-TV and WMGM (AM), is 
| leading the field in popularity in 


radio homes, but is doing even bet-| 
|for non-owners. Comparable fig- 


ter in TV homes. 

(Rheingold, on the basis of in- 
|dependent surveys, consistently 
jidentifies itself as “New York's 


| largest selling beer.” This WOR 


since it made no attempt to arrive 

| at total sales and counted instead 
the percentage of families buying 
a particular brand of beer.) 


Product polls are a regular free | 


service to WOR and WOR-TV ad- 
vertisers. Semi-annually, the fol- 
lowing grocery and drug categories 
are covered: beer, cereals, cigarets, 
| cotfee, dentifrices, facial tissues, 
| shampoos, la‘indry aids (bleaches, 
| starches, blucings), scouring pow- 
| ders, package soaps, detergents, tea 
/and white bread 


@ The beer study was made by 
Pulse Inc., which queried 1,800 ra- 
| dio families in metropolitan New 
York during August. Some 1,025 of 
the group owned television sets. 
Beers were rated by two criteria 
}—on the basis of purchases for 
|/home consumption by any mem- 
| ber of the family during the two 
weeks prior to the study and on 


study is not in conflict with that) 


ed by the interviewer. 

The proportion of families buy- 
ing and stocking beer was higher 
among video families than among 
the radio-only homes. The per- 
centage for buying beer among TV 
families was 67.4, against 50.9 


ures for beer-on-hand was 51.9%, 
against 38.8%. 


@ The sharpest gain over the last 
six months among all 1,800 fam- 
ilies was scored by Ballantine, 
which jumped from 128% to 
14.1%. Also moving up were Pabst 


| (from 4.8% to 6.5%) and Ruppert 


(from 4.3% to 5.3%). 

This is how they lined up, based 
on the percentage of the total 
number of families who had bought 
the brand in the last two weeks: 
Schaefer, 16.6%; Rheingold, 15.0%; 
Ballantine, 14.1%; Pabst, 6.5%; 
Ruppert, 5.3%, and Trommer, 
4.3%. 

In television homes the ranking 
was: Schaefer, 17.5%; Ballantine, 


15.9%; Rheingold, 15.9%; Pabst, 
8.0% ; Ruppert, 5.2%, and Schlitz, 
4.3%. 


Nuodex Promotes Van Tuin 
John W. Van Tuin, western di- 
vision sales manager of Nuodex 
Products Co., Elizabeth, N. J., man- 
ufacturer of driers and chemical 
specialties, has been promoted to 
sales manager of the company. 


THE MERCURY MESSENGER 


w ‘ : \ 
wo wt 
ga! 
’ : 
y DESIGNED. 


ESPECIALLY FOR 


THE MOST 
DIFFERENT 
HOUSE ORGAN 

IN ALL THE 

GRAPHIC 
ARTS... 


@ ADVERTISING MEN 
@ LAYOUT ARTISTS 


@COPY WRITERS 


If youre not on 
our mailing list 
phone ANdover 3-3850 


FOUNDRY TYPE * MONOTYPE 
LINOTYPE * LUDLOW * MAKEUP 


for your copy 


today! 


REPRODUCTION PROOFS 


DAY AND NIGHT SERVICE 


_ MERCURY tyresettine co. 


Chicago's Most Complete Typesetting Service 


120 N. JEFFERSON ST. 


ANdover 3-3850 
OUT OF TOWN INQUIRIES INVITED 


CHICAGO 6, ILL. 
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Sweet's Catalog 
Changing Names of 
Specialized Files 

New York, Oct. 2—Sweet’s Cata- 
log Service division of F. W. Dodge | 
Corp. will change the name of 
some of its specialized market files 
effective with the 1953 editions. 
Editions for 1952 are now ready 
for distribution 

Sweet's File for Product Design- 
ers will be changed to Product De- | 
sign File. The three present files 
for the mechanical industries, the 
process industries, and for power 
plants will be consolidated as the 
Plant Engineering File, and a new 
file will be added for machine tool 
builders and buyers of machine 
tools and equipment, to be known 
as Machine Tool Catalogs. 

No change is contemplated in 
the company’s rate scale. 


e “These changes in Sweet's 
services,” AA was told, “result 
from the findings of an extensive 
study made by Sweet’s and re- 
search organizations employed by 
the company of product informa- 
tion needs of various groups of 
industrial buyers. 

“In each of the groups covered, 
namely, plant engineering men in 
the manufacturing industries; pro- 
duction men in the metal fabri- 
cating industries, and product de- 
sign men in the mechanical in- 
dustries, the men interviewed em- 
phasized their need for enlarged 
collections of pre-filled catalogs 
containing information which will 
meet their requirements adequate- 
ly,” it was explained. 

The new files will be patterned 
on these requirements. 

The company’s general building, 
heavy construction, light construc- 
tion, and original equipment files 
will continue to be published as 
they have been. 

Sweet's will continue to 
prepare, design, produce and dis- 
tribute specialized market catalogs 
for use of buyers in specific mar- 
ket groups for clients. 


also 


@ In 1951, Sweet's Catalog Serv- 
ice distributed 38,000,000 special- | 
ized market catalogs for 1,300 
manufacturers. Under the Sweet’s 
system clients’ catalogs are dis- 
tributed to qualified prospects per- 
manently bound and indexed. In 
other words, as the company ex- 
plains it, the catalogs are filed be- 
fore they are distributed. This 
simple reversal of procedure in- 
sures the accessibility of catalogs 
in prospective buyers’ offices at 
ill times 

Each client’s catalog is indexed 
under company name, products or 
services described or illustrated 
and trade names. Whatever the 
prospective buyer’s line of ap- 
proach, he will be guided directly 
to the catalogs that will give him 
the buying information he needs 

The new catalog services 
planned are expected to clarify 
and simplify the use of the com- 
pany’s specialized market files. 


K&E Names Link, Konheim 


Kenyon & Eckhardt, New York, 
has elected Gerald Link, v.p. and 
irt director, to the agency’s board 
of directors. Norris D. Konheim, 
formerly with Grey Advertising 
Agency, has joined the copy de- 
partment 


Brown & Bigelow Names Dart 

I. H. Dart, Minneapolis district 
sales manager of Brown & Bige- 
low, advertising specialties com- 
pany, has been named v.p. in 
charge of the company’s sales 
training division. 


KHJ-TV Names Sweeney S.M. 
Kevin Sweeney, formerly sales 
manager of KFI and KFI-TV, Los 
Angeles, has been named to that 
post with KHJ-TV, new call let- 
ters of KFI-TV, which was bo.ght 
recently by Don Lee Television. 


Theater TV Demonstrated 

Trad Television Corp., Asbury 
Park, N. J., necently demonstrated 
its new full-screen theater tele- 
vision set to the motion picture 
industry. Trad is offering theater 
TV in two models—a single unit 
system to sell for $5,850 and a dual 
unit system to sell for $7,650, plus 
installation costs of not more than 
$1,000. This is considerably less 
expensive than the prices quoted 
for most theater video units. 


| Prestige Issues Ad Mats 


Prestige Inc., New York, has is- 
sued a mat service to its dealers 
covering the company’s complete 
line of hosiery. Pictures of acces- 
sory items are included in the 
portfolio. Lawrence C. Gumbinner 
Advertising, New York, is the 
agency. 


Caruso Food Co. Sold 

Airline Foods Corps., 
N. J., has sold its 
Caruso Food Co. to Caruso 
Brands Inc., a new corporation 
with offices at 45 W. 57th St. 
New York. Bermingham, Castle- 
|man & Pierce has been appointed 
jagency for the new company. 
Ralph Nardella Sr., packaged food 
authority, is president of Caruso 
Brands. The line will have na- 
tional and export distribution and 
promotion. 


Buxton Joins J. D. Tarcher 

Edward F. Buxton, formerly 
copy supervisor of Kenyon & Eck- 
hardt, has been appointed copy 
chief of J. D. Tarcher & Co., New 
York, replacing Ben Laitin, who 
has been boosted to an account 
executive. 


Linden, 
subsidiary, 


Orban Appoints Leblang 

Kurt Orban Co., New York im- 
porter of industrial equipment and 
metals, has appointed Mack Le- 
blang Co. as its agency. Business 
papers in the metalworking field 
will be used. 


Stevens Joins Y&R Research 

Dr. William D. Stevens, former- 
ly with the U. S. government, has 
joined the research department of 
Young & Rubicam, New York. 
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Universal Co. to Corbin 
Universal Co., High Point, N. Y., 
manufacturer of TV tables, has ap- 
pointed Corbin Advertising Agen- 
cy, New York, to handle its TV, di- 
rect mail and consumer and trade 
publication advertising. 


Stanley to Chemical Corp. 

R. E. (Gene) Stanley has been 
appointed sales manager of the 
small package division of Chemi- 
cal Corp. of Colorado, Denver. 


e FREE-LANCE COPY by a Copy Chief 


For top-level planning and writing, bring your copy problem to the cre- 
ator of major campaigns for national advertisers in more than a dozen 


industries. All media 
mail. Also sales promotion, 
including films and pres- 
entations. Write or phone: 


television, magazines, newspapers, radio, direct 


Fan Lew 


MOULTON H. FARNHAM 
420 LEXINGTON AVENUE 
NEW YORK 17, N.Y 
Phone. LExington 2.0880 


...as impossible as covering Californias 
_ Bonanza Beeline with outside radio 


all five, you cover the whole market. 
With each one, you blanket a major 
Beeline trading area. For example... 


Make room for the Beeline on your 
schedule. That’s a big, bulky market, 
you know — all of inland California 
plus western Nevada — with more 
people than Los Angeles . . 
buying power than Detroit ... higher 
retail sales than Philadelphia.* 

But don’t expect to cover it with 
outside radio. You need on-the-spot 
radio. Because Beeline people are 
independent inlanders who seldom 
listen to outside stations. They pre- 
fer their own, local stations. 

So to stow away the Beeline, use 
the five BEELINE stations. With 


| [ts impossible... 


. more 


night. 


KOH RENO 


Covers the 18-county, 4 billion-dollar 
BMB area surrounding Reno—whose 
16-county wholesale grocery trading 
area ranks 2nd in entire country in 
per capita food sales, with a quality 
index 539% above U.S. average. Has 
a BMB home-county total weekly 
audience of 86% 


daytime, 90% at 


*Sales Management's 1951 Copyrighted 


Survey 


M‘Clatchy Broadcasting Company 


KFBK 


Secromento (ABC) Reno (NBC) Bokersfield ( 
50,000 watts 1530 ke. SOND eatin, Sars Fe watte, night 1000 watts 1410 ke. 


SACRAMENTO, CALIFORNIA ¢ 
KOH 


KWG 
cs) 


Stockton (ABC) 
250 watts 1230 ke. 


PAUL H. RAYMER CO., National Representotive 
KERN 


KMJ 


Fresno (NBC) 
5000 watts 
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Youre SO right! 


ALL advertisers tell us- 
You're $O right . . . 

The Salt Lake Tribune-Telegram 
is the only way to do the job! 


Durkee Holds Contest 

Nine spots on the Kate Smith 
daytime TV show on NBC and col- 
or pages in October and November 
issues of Better Homes & Gardens, 
Household, Look and Woman’s 
Home Companion are announcing 
a consumer contest to be held by 
Durkee Famous Foods, Cleveland. 
Prizes are for the five words that 
best describe Durkee’s margarine. 
Durkee is also using Food Topics 
and Progressive Grocer to pro- 
mote a grocer contest for marga- 
rine displays. Both campaigns were 
prepared by Meldrum & Fewsmith, | 
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Moe Light Hits 
Its Stride in New 
Color, BAW Copy 


Fort ATKINSON, WIs., Oct. 3— 
Within a week after it ran two 
half pages in full color in The Sat- 
urday Evening Post Sept. 15 of- 
fering its catalog of lighting equip- 
ment for $1, Moe Light Inc. re- 
ceived about 200 coupons—each 
with $1 enclosed. 

The company’s first national 


Cleveland. advertising for its two new fix- 
+ everything an tures ran in the Post earlier this 
advertiser needs! Toronto Graphic Arts Elects year (AA, May 7). It consisted of 
: ‘ Robert G. Godfrey, plant mana- two facing half pages in full color 
1950 Total Linage ger of Warwick Bros. & Rutter,| with art work illustrating the new 
has been reelected president of! Moedapter and the Moelight val- 
the ~— 7 Arts om. ance. 

Other officers elected are F. C. - Saba as 
Aggett, Neble Scott Co., and K. G. Buried in the copy was an of- 
Southam, Southam Press, v. p.s;| €? Of a free booklet (no coupon 
C. F. Fullerton, Fullerton Publish- | W@S used). The ad ran as a test and 
ing Co., treasurer, and E. C. Cald-| future advertising plans, AA re- 
fh well Jr., Rust Craft Ltd., record-! ported at the time, depended on 

ing secretary. the response. 

- sam As it turned out, the response 
was Close to fabulous. Even though 
2 there was no coupon, the copy 
be “pulled inquiries like mad.” 


e The products illustrated, of 
course, were relatively new. The 
og Moedapter, for example, is de- 
signed for rooms with a central 
: ceiling socket and is a complete 
4 | fixture which is screwed in just 


if any newspaper 


The Moelight valance is a fix- 
ture which throws light up and 
|down and thus illuminates a 
|room fairly well. It is somewhat 
more expensive than the Moe- 


| representative tells you dapters. 


| Although the company has been 


é oa in the residential lighting field for 
, ] ] 1 ° 20 years, it did not advertise to 
Za t t t t W consumers until about a year ago, 
re ; a e grea an gro Ing when full pages for its regular 


& lighting fixtures appeared in Bet- 

° ter Homes & Gardens, House Beau- 
i Detroit market tiful and The Saturday Evening 
Post 


e In its current half-page color 
ads on facing pages, the company 
is using the same art work that 
was used earlier in the year, with 
changes in headline and copy in 
order to simplify and clarify the 
description of the products. 


can be covered 


; | by one newspaper ALONE 


vy m In addition to the Post, the color 
~! i copy is running in Better Homes & 
4 lease send him back whl ey eng ark 
a B&w versions of the insertions 
a | will be used in other farm publi- 


| are sent to readers who send in the 


> : | cations this fall 
4 for new information. Pe elie sin, 
| 
ir Pp dollar bill, feature an unusual ap- 
ach. Lighting sugges s f 

3 No single paper can do the on ee 
cluded in separate sections de- 

| voted to individual rooms. Each 


° ms | sect also is ceded by a full- 
job single handed. section also is preceded by a ful 


| lighted with Moe fixtures 


Detroit needs two papers— 


| You're missing something 


if you miss The Detroit Times 


E REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


i. The initial print order on the 
|eatalog was 100,000. Before it 
2 , f hi h j}another 200,000 copies were or- 
“ one OF wnicn, | dered 
| Most novel feature of the cata- 
. 
The Detroit Times, rg Lorne nome og 
wheel is turned 
al | John C. Heiskell has been pro- 
moted to general advertising man- 
Hardman, retired. He has been 
succeeded as public research man- 
phone & Telegraph Co., New York. 
Hart Schaffner Uses ‘Time’ 
schedule, using editorial-type 
quarter pages. Batten, Barton, 


|reached the press, however, the 

|log is a device which illustrates 

ba | William Hart Adler Inc. handles 
ager of Ohio Bell Telephone Co.., 

ager by G. H. Koogler, public re- 

Hart Schaffner & Marx, Chicago, 

Durstine & Osborn, New York, is 


entire edition had been sold and 
various rooms in a home and an- 
he famili | 
tn | the account 
= covers HALF the families. | 
d Ohio Bell Boosts Heiskell 
Cleveland, succeeding Anson F 
lations analyst for American Tele- 
i 
| 
has added Time to its magazine 
| the agency. 
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DESIGNED FOR DEALERS—Virginia Shoe | 

Co., Fredericksburg, Va., has introduced | 

this box-style shoe catalog for dealers of 

its Play-Poise shoes. Cabell Eanes Inc., 

Richmond, Va., the agency, reports initial 
use has brought additional sales. 


B. B. Pen Co. Plans 
National Ad Drive 
for New Gas Lighter 


HOLLYwoop, Oct. 2—A new 
butane lighter—featuring a “low 
price and inexpensive, disposable 
butane cartridge that provides over 
2,000 lights’—will be introduced 
nafionally this month by the B. B.| 
Pen Co. 

B. B. Pen is the company which 
several years ago turned out “the 
world’s largest selling pen” (AA. 
March 29, 1948) 

Robert E. Blythe, president of 
B.B. and one of the majority 
stockholders of the Butalite Corp 
of America, said his company 
would push the lighter via one-| 
third to full pages in Collier’s, Es-| 
quire, Life and The Saturday Eve-| 
ning Post. A cooperative newspa- } 
per campaign will run in more} 
than 50 cities, with department 
stores and jewelry and drug chains 
tying in 


The lighter, called the BCA 
Butalite, will sell at $5.95, $8.50 
and $12.50. B.B. Pen’s sales staff 


will sell and distribute the product 

Milton Weinberg Advertising 
Co., Los Angeles, is handling the 
drive 


Sales Execs Elect Greist 

Darton E. Greist, Professional 
Equipment Co., Hartford, has been 
elected president of the Sales 
Executives Club of New Haven. 
Other officers are Arthur E. 
O'Leary, Pitney-Bowes Co., v.p., 
and W. Adam Johnson, Chamber 
of Commerce, secretary 


MANUFACTURERS - | 
make a point of meeting | 


FRANK GOLDBERG © 


OF AUSTRALIA & NEW ZEALAND 


learn about the opportunities 
awaiting you in Australia 

and New Zealand from the 
foremost authority on these | 
rich, rising markets .. . 


Mr. Frank Goldberg is Governing Director 
of Goldberg Advertising, one of the largest 
most influential advertising and 
marketing organisations in Australia and 
Zealand He has for many 
enjoyed the confidence of many of 
America’s leading business executives who 


< 
= 
a 
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have sought and act upon his advice 
in developing their 
interests n hese 
two wonderful coun- 
tries e is once 
more in the US 

tell you about the 
Australia and New 
Zealand of to-day 
and armed with 
rade information 


complete in every 
detail, can give you 
an objective and 
authoritative opinion 
as to the possibilities 
ef your products in 
these markets 


FOR AN APPOINTMENT (/N YOUR OWN 
OFFICE IF DESIRED), write c/- J. M. Mathes, 
Incorporated, 122 East 42nd St., New York, !7 


L-O-F Promotes Don Lyon 


Don W. Lyon, San Francisco 
district sales manager of Libbey- 
Owens-Ford Glass Co., Toledo, 
has been promoted to manager of 
textile sales in the new fiber glass 
division. 


Palmer to True Story Group 

George T. Palmer, formerly with 
Herbert C. Leach, New York art 
studio, has joined the art promo- 
tion staff of True Story Women’s 
Group, New York. 


Bs 


Solex Promotes Lamp Bulbs 
Solex Co., Toronto, is using 
Ontario dailies and weeklies for 
its Hydro lamp bulbs. “A bonus 
in light house” is the theme of the 
drive, being handled by McKim 
Advertising, Toronto 


Du-Lite, Mohawk to Palm 

Charles Palm & Co., Hartford, 
has been appointed agency for Du- 
Lite Chemical Corp. and Mo- 
hawk Mfg. Co., both of Middle- 
town, Conn. r 


Ziff-Davis Names Carney 


George Carney, controller and 
assistant treasurer of Ziff-Davis 
Publishing Co., New York, for the 
past six years, has been elected 
secretary-treasurer. He succeeds 
Arthur T. Pullen, who has retired 
but will continue as a financial 
consultant to Ziff-Davis. 


Develops New Transparency 
A new paper-type transparency 

developed by Jerico Graphic Co., 

New York, in conjunction with | 
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Foote, Cone & Belding, has al- 
ready been used for a FC&B client, 
Watchmakers of Switzerland, in 
full-color lithograph. 


Plbimalonal, Cdorlaong Leanec, 


Advertising, Market Research, Public Relations 


Tucuman 1668, Buenos Aires, Argentina. 


I. A. 8. has handled, for over 
seven years, some of the most 
important American accounts in 
Argentina, Brasil and Uruguay. 
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Good Shooting Bags the Birds! 


—and many a straight shooter from the blinds will tell you the 
some thing pays off in advertising. Being consistently successful 
in bagging sales quotas against competition in the market, they're 
satisfied that the best photo-engravings they can buy hit the mark 
fastest with most resultful impact. ROGERS-made plates continue 
to be their choice as they have been for many sales building years. 
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Cc O M P AN Y 


Master Craftsmen of Photo-Engraving 


CHICAGO 
2001 


CALUMET AVENUE °* 


Members of the 


PHOTO-ENGRAVERS 


CAlumet 5-41 


ASSOCIATION 
37 * CHICAGO 16 


, oe as. 
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heart of America 


oO" March 31, 1900, a crude little drawing 
of a horseless carriage appeared in the 
pages of The Saturday Evening Post. Above it 
was a headline: “Automobiles That Give Satis- 
faction.” It was signed by W. E. Roach. 


it was the first automobile advertisement 
that ever appeared in the Post! 


At that time, fifty-one years ago, Detroit was 
only a fraction of its present size and made 
stoves, wagons, textiles and furniture. 


The automobile, the city of Detroit and The 
Saturday Evening Post grew up together, each 
one helping to make the other famous. And in 


TUCSON, ARIZONA 


OUR TROUBLE WiTH 
THE BRITISH 


* 08H acsor 


The Great Secretary Shortage 


the advertising pages of the Post you can trace 
the entire history of the auto industry. 


Through all these years the American people 
have had a very special affection for the Post. 
In millions of homes it is a member of the family. 
And survey after survey shows people pay more 
attention to advertising in the Post and have 
more confidence in products they meet there. 


As a result, the Post is first choice with auto- 
motive advertisers and their dealers. There is 
no close second. The Saturday Evening Post gets 
to the heart of the automotive market. It gets to 


the heart of America. 


The Saturday Evening 
Post carries more auto- 
motive advertising than 
any other magazine — 
more than any radio or 


television network. 
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An Agency President Ponders... 


What Happens If Your Son Wants to Enter Advertising? 


How does one get a job in an advertising agency? Earle Ludgin, head of 
Earle Ludgin & Co., Chicago agency, had an unusual opportunity to find 
out when his son and namesake decided he wanted to work for an agen- 
cy. His comments below, delivered in a talk to the Agate Club, Chicago, in 
mid-September, will be of interest to every advertising man with growing 
children who are interested in the advertising business. 


If any of you have sons who are old 
enough to want to go into the advertising 


business, you have an education ahead for 


you, as I had. 

No one was more surprised than I when 
my son decided he 
wanted to enter adver- 
tising. In high school 
and his first quarter at 
college he was solely 
interested in chemis- 
try. Then he went into 
the Army and after 
two years returned to 
the University of Chi- 
cago. When he finished 
his four years—they 
don’t graduate from the university, they 
just emerge—he decided that agency busi- 
ness is what he wanted. 

We have a rule at our office that we 
won't hire sons of partners. I was as much 
responsible for the rule as anyone and 
maybe I ought to defend it. First of all, 
the rule was tacitly agreed to when the 
children were young and there were no 
personalities involved. We knew we 
couldn't hire them all, so we decided we 
wouldn't hire any. 

Also I had seen the other side of that— 
sons who learned their father’s businesses 
from the ground up. They spent three 
months in the plant, two months in the 
order department, no time at all in the 
complaint department, and then through 
sheer merit became assistant to the gen- 
I decided the hell with it 


Earle Ludgin Sr. 


eral manager 


se | remember hearing Lee Bristol intro- 
duce Gardner Cowles at a banquet a year 
or so ago. Bristol said that Cowles and he 
both represented a Horatio Alger story: 
From President's Son to President 

Well, my young man decided he wanted 
to go into the agency business. I warned 
him, but he didn’t listen. Make no mis- 
take, I love it—but you'll have to admit 
it’s tough, and I told him so 

He began making calls. He was still liv- 
ing on the campus, and his reports only 
came to me on the weekend when he 
came home 

One of the first things that he learned 
was something I had known for a long 
time but never added up 

This is a business in which everybody 
asks: “What experience have you had?” 
Everybody wants you to have had experi- 
ence and nobody intends to give you any 

In that respect our agency is as bad as 
any other, so I skip that point now that 
I've mentioned it. 


e But my man had another problem. He 
bears my name. I don’t believe in that. I 
think every boy is entitled to his own 
name. But Mrs. Ludgin’s mother, whom I 
am proud to say was fond of me, sat up 
in Mary’s hospital room when this guy 


was born and said, “You've got your son. 
You never know if you'll have any more. 
I would think it peculiar if you didn’t 
name him after his father.” 

So he became Earle Louis Ludgin. The 
other three boys got their own names. 

Well here was Earle applying for jobs 
in agencies, and in some places where I 
was known they didn’t want any part of 
him. And in places where I wasn’t known 
they didn’t want him either. 


e At some offices they wouldn't talk to 
him at all. Then I began to get what I can 
call the worm’s eye view of agencies. And 
do you know a funny thing? He picked 
his own list out of the phone book, he 
made his own rounds without consultation 
with me, and some of his conclusions 
about the agencies themselves based on 
what he saw and what he heard were 
what an older man might have surmised. 

Let me name names. It’s easier and 
it’s honester. I hate speakers who hide 
behind anonymous designations anyway. 

They did talk to him at Needham, Louis 
& Brorby and that weekend he was all 
aglow, “I don’t know that I have a chance 
there,” he said, “but boy, would I love 
it!’ I asked why. “First of all, they're all 


gentlemen. Three people talked to me and 
acted as if they were interested. And 
when I walked back to the copy chief's 
office, I couldn't help noticing that there 
were books on a lot of desks. Jean Paul 
Sartre and stuff like that. Those people 
read. And I've been checking up on their 
accounts and their copy is darned good 


too.” 


e The copy chief at Goodkind, Joice & 
Morgan, who doesn’t know me and whose 
name I don’t even remember, took Earle 
to dinner. He likes young people and is 
interested in them. He made one young 
man very happy. They talked copy that 
night as equals 

The weeks dragged on. He went from 
the Daily News Bldg. to Michigan Ave. 
to Ohio St. to the Palmolive Bldg. to the 
LaSalle Wacker Bldg. No job. No training 
program here. No opening there. He came 
back with the advice I have been giving 
young people for years 

“Get a job at Sears’ or Ward's writing 


catalog copy.” “Get a job behind the 
counter in a retail store.” I asked him 
why he didn’t follow the advice. He fig- 


ured his two vears in the Army made him 
older than the kids coming out of college, 
and another year or two would make it 
worse 

e Then the heartbreak came. He was ac- 
tually offered a job in a fine agency. He 
was to come back for a final interview 
on Monday. On Monday they told him 


-— 


You Get 
MORE for Your Paycheck 
BECAUSE OF ADVERTISING 


BECAUSE OF ADVERTISING 
Comers Rtvermnmg ‘ 


AFA CAMPAIGN—This is a series of ads in an Advertising Federation of America cam- 
paign designed to promote public understanding of advertising 
material is available from the AFA, 330 W. 42nd St., New York 18 


You Get WORE 
fer Your Paycheck 


A kit of campaign 


they had changed their minds. He was too 
close to a competing agency. In case of a 
leak in the office, he might be blamed un- 
justly, but a suspect nevertheless 

He started his rounds again. And gen- 
tlemen, I never saw anybody learn so fast 
in my life. I was grateful for our early 
decision. If he had sauntered into our 
office in the beginning, he would un- 
doubtedly have worked hard and thought 
he was working harder. But now he had 
te earn the right to work at all. And it 
taught him more than anything anybody 
could have told him 

His comments about 
were more mature. 

“I might be able to get in there, buf I 
honestly don’t want to. Their reception 
room is swell, but have you ever seen the 
offices in back? It looks like all front to 
me 


agencies 


some 


es Then the great day came. He thought 
he was going to get a job. A trainee. At 
Foote, Cone & Belding no less. And sue 
enough he did don't thimk 
competitor of theirs, and they'fe 


I guess they 
I'm a 
right! 

Somebody asked him not long ago @f 
his father still had some account. Earle, 
who hadn't forgotten the competitive 
angle, said, “I don't know. I never ask aly 
questions about that office.” 

7 a * 

Behind this long and highly personal 
narrative there is something else 

I had known it, but it took my 
experience to bring it home to me 

We a business, a profession, a 
craft which makes no coordinated effort 
to teach its younger people . 

I know that there are a few schools 
which have courses in advertising. I know 
that the Four A’s gives an examination 


son's 


are in 


each year for 
These aren't 


candidates for advertising 


the same thing 


e The 
probably 


examinations serve a 
but they don't teach 
that 


tered don't teach either because they are 


purpose, 
They ex- 
amine. The courses I have encoun- 
isually conducted by men who may have 
been in the advertising business, but not 
recently 

I bought a textbook by a professor at 
the University of Illinois. His first chap- 
ter was a discussion of “Truth in Adver- 
tising.” A student who wanted to know 
how to write copy was given a long and 
I may add uninformed 
subject that no longer needs to be contro- 
versial. Advertising may be optimistic 
but it’s truthful. I paid $6 for the book 
and felt sorry for the young people who 


discussion of a 


would do the same 


Cornell has a school for teaching hotel 
management. I'n 


teach a 


sure it’s a lot easier to 
clerk down 
his nose at a man who wants a room and 
bath for $4 a day. I know it's easier for 
the University of Missouri and Columbia 
to teach journalism or journalese to en- 
terprising young people 

But I that advertising 
is missing an opportunity. Some place in 
this country of ours there should be a 


room how to sneer 


seriously fee] 
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hool that brings practical men from 
idvertising into the classroom 

If vour son wants to go into media, he 
ought to be able to learn something about 
distribution, marketing, population shifts, 
irea buying power 
into radio or 


learn some- 


If your wants to go 
TV. he ought to be able to 
thing about the technical side of these 
vonderful instruments while he’s still 
And he ought to learn, if he is 

what they mean as social 
sales and as potential 


son 


at schoo! 

interested, 
forces, as media, 
instruments for education 


wants to go into the agency busi- 
he ought to be made to call on re- 
tail stores or work in them. He ought to 
learn that advertising isn’t a question of 
merely writing copy or thinking up slo- 
gans. I've just come back from Atlanta, 
where I rode in a truck with a shoe pol- 
ish salesman so I could tell what was hap- 
pening to us in that market 

Advertising is a great and potent force. 
It changes so rapidly that no fixed cur- 


e If he 


hess, 


riculum can be established today and be 
good for several years. It’s fluid. It’s vital 
It's living. Thank God fer it. That’s why 
it’s so exciting for us who live in it. 

But some of it can be taught. I hope 
for the day when practical advertising 
men devote a small part of their year to 
teaching subjects on which they are 
experts. 


@ Think of what it would mean to young- 
sters to have only one lesson from Ray- 
mond Rubicam or Leo Burnett on copy. 

Wouldn't they flock to hear Bruce Bar- 
ton or Fairfax Cone on any phase of ad- 
vertising? I would, and I’ve been in it a 


long time 
Some day there should be such a 
school. I wish some of you gentlemen 


would start Then when 
it comes, and your sons want to go into 
the advertising business, they’ll be better 
advertising men quicker than would have 
been possible under our present catch-as- 
catch-can system 


agitating for it. 


The Eye and Ear Department... 


No Unpleasant Aftertaste 


Chesterfield has presented Perry Como 
now for a considerable length of time— 
@me seven years in all. For some small 
part of that time, this reviewer has won- 
dered why. But when you see the “Perry 
Gomo Shew” (over CBS-TV) you can 
gee a connection between the easy-going 
informality of Como and the generally 
ffiendly manner in which Chesterfield 
las usually presented itself to the public 
» Como has developed into an exception- 
@ly ingratiating entertainer—with no lit- 
tle of Bing’s ability to combine a certain 
bovish insouciance with a genuine mascu- 
line voice. Between himself and the Fon- 
t@ne Sisters, the 15 minutes of the “Perry 
Gomo Show’ all too quickly, giving 


pass 


Way to entertainment not half so soothing 
+With its new scientific theme, however 
(*No unpleasant aftertaste”), Chester- 
field seems—in its advertising presenta- 
tion anyvway—to be getting away from the 
ea@sy-going manner that characterized its 
s@lling themes as far back as this re- 
viewer can remember. Old Gold has 
swWitched around as much as any cigaret 


im the variety of its advertising claims 


Salesense In Advertising ... 


or lack of them. 
super-scientific, 
terfield vein. 
Chesterfield’s science, however, seems 
limited to showing a technician at a mi- 
croscope and referring to a panel, which 
overwhelmingly decided that Chester- 
field is the one cigaret that leaves no un- 
pleasant aftertaste. In this respect, Ches- 


And Lucky, at one time 
is now mining the Ches- 


terfield seems to be just dipping its 
pinkies in the cold water of scientific 
claims. Maybe, like the others, it will 


one of these days take the full plunge 

Meanwhile, its announcer—like the an- 
nouncers on almost all the cigaret shows— 
drags on a cigaret, blows out a whiff of 
smoke and then, shaking his head, tells 
you what a really satisfying cigaret Ches- 
terfield is and how he’s sure you'll agree 
if you just try them. By now, this routine 
has become about as standardized as a 
wrestling match. The cigaret boys ought 
to get together, make one commercial of 
this type, whack it up between them and 
save dough. Either that or find some an- 
nouncer who can smoke cigarets through 
his ears. 


Selective Appeal in Definitive Market 
Is Sometimes Good Strategy 


By JaMes D. Wootet 
Last week I saw a noteworthy adver- 
tisement in a Chicago newspaper. Appar- 


first of series for an old 


copy 


ently the 
product, its 


a new 
theme-——its dominating 
central selling idea——represents a sharp 


change of strategy for 
this experienced 
vertiser 

The 
known 
tout, ha 
tised in 
many 


id- 
proauct i well- 
one, Guinness 
been adver- 
America for a 
Di- 


indirectly, as 


great vear 


rectly or 


vou please, it has been 
competing in the 


market with beers 


open 
and 


Jim Woolf 


ales, its recent advertising extolling its 
virtues as an agreeable beverage with 
foods, a common theme for malt bey 
erages 

While certain selective media, such as 
The New Yorker, have been used, the ad- 


vertising itself has been selective only to 


f 


The general 
theme, at least by implication, has been 
that if the reader is a drinker of malt bev- 
erages he'll enjoy Guinness stout. The ap- 
in other has been pretty un- 
iversal, the idea that Guinness 
stout will be liked by everybody 


the extent that it is “classy. 


peal, words, 


being 


Guinness 
that its 


e Now in this new series, 

comes right out and says frankly 
product is NOT for everybody 
The headline of the ad I saw, big 

bold, says in effect that Guinness is a very 

and is brewed for 

and ale drinkers who want 


and dry 


ana 


pecial beverage not 


those beer 


malt libation pale 


With this ad, assuming that it is an 
opening gun in a new campaign, Guin- 
ness is staking off for itself a certain 


special section of the malt beverage mar- 
ket. With a highly appeal it 
seems to be seeking favor for Guinness 
a particular group of people 
most likely to be responsive 

This 
thinking, is a fine example of how to ex- 


selective 
stout among 


new campaign, to my way of 


Advertising Age, October 8, 


1951 


errr ee errrrer 


There's 
Gardens gives it to you—with 
Cooperative use of the 


In fact, it’s become almost a rage. 
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with a selective 
I gather, is that 
e accepted the 
a large mass 


market 
means, 


ploit a definitive 
appeal. What it 
the Guinness people ha\ 
impossibility of developing 
demand for their product 


Many Products Not 
Completely Universal 

It has that the 
power of selectivity has not been fully ex- 
advertisers. Few products 
their hence 
few products can be everything to every- 


always seemed to me 


plored by many 


ire 100% universal in appeal, 


body. Not even an everyday product like 
coffee, a beverage which finds human 
tastes differing so greatly that what is 


one man’s cup of joy is another man’s 


poison. Yet no coffee advertiser that I 
know of—with a few exceptions such as 
Sanka’s 97% caffein-free grind—has 
made a strong and sustained appeal to a 
selective portion of the general market 

It is not necesarily true that a buck- 
shot idea aimed at the most will sell as 
much of a given product as selective 
shooting at a small target. It is entirely 
possible, I think, that brand dominance in 


offer 
adver- 


i selective slice of a market might 


a richer sales potential to certain 
tisers than weak and faltering universal 
It is also possible that, 
in certain situations, 
the 


advertisers in 


brand acceptance 


i selective copy ap- 
survival for 


with 


peal is only hope for 


nodest competition 


brands enjoying strong universal demand 


Going back a few years, let’s take a 
look at Edward S. Jordan's famous cam- 
paigns for the Jordan car 


Whether or not Ned Jordan planned it 


nothing, an advertising man will tell you, 
series of four consecutive right-hand pages in the October Better Homes & 
all the force of the old one-two doubled. 
same page has become quite popular here of late 
But this use of four 
the other, all with the same basic layout, all on the 
and all giving smashing attention to 
the corner as a wonderful way to drive home 
Wonder where Sunkist was while all this was being put together 


, ore 


Vhe Creative Wan Corner 


like impact. And this 


one right after 
same subject (breakfast), 
basic ingredients, strikes 
a selling message 


pages, 


the four 


Entice QM =». 
American saktist 


i 
Real 


invite ‘em 
Real American Breakfast ! 


Norhny tases * 


Seen A ay, Some 


place oF 


that way, his copy was a highly 
instrument of salesmanship. He 
ittempt, at 


promote the 


least in his 


Jordan as the 


selec 
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tive 


made no 
advertising, to 
universal 


car—the ideal family car, the ideal car 
for the sedate business man. the ideal 
ir for the farmer, the doctor, the sales- 
man. What he did was to stake off a 
small segment of the market and savy. 
“This is mine.’ 

He aimed his copy directly at a very 
special breed of guys and dolls. Note the 


first two paragraphs from his 


West 


famous ad, 


“Somewhere of Laramie” 

“Somewhere west of Laramie there's 
i broncobusting, steer-roping girl who 
knows what I’m talking about. She can 
tell what a sassy pony, that’s a cross be- 
tween greased lightning and the place 
where it hits, can do with eleven hundred 
pounds of steel and action when he’s go- 
ig high, wide and handsome 

The truth is—the Playbov was built 
for her.” 

Would the Jordan car have done a 
vell with a general buckshot appeal? 1 


doubt it 


@ Very few advertisers, relatively, use 
the selective approach today. Like certain 
politicians, most products try to be “all 
things to all men.” The leading cigaret 
advertisers, as a case in point, assume 
that the nation’s uncounted millions of 
smokers are one and all afflicted with 
scratched throats, inflamed T-zones, un- 
pleasant aftertaste, parched tongues, and 
similar irritations and annoyances. All 
of their advertising is directed at this 
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"What are your objectives 
for the 50's?" 


We're stuck with a calendar 12 months long... and 


for most purposes it serves admirably. 


But it can be a mistake to let our thinking bog down 
in “the twelve month rut.” [tis convenient and natural 
to base our planning on what we expect to accomplish 
during the coming year... but year-to-year planning 


can cause a business to miss some golden opportunities. 


Plant expansions. modernization of production facilities, 
and similar capital expenditures customarily require 


and receive long-range consideration. 


Why shouldn't the same long-range thinking be applied 
to the advertising and selling program’? Advertising 


should be looked upon as a capital investment. Basically, 


it shows results and pays dividends on a long term 
basis. The advertising program cannot, of course, ignore 
the objectives for 1951... but it is even more important 


that it tie in with long-range objectives. 


Right now it is particularly difficult to break our think- 


ing away from immediate problems. 


But take a moment to try to visualize the next ten 
years. Regardless of developments in world affairs, 1960 
will see a greatly expanded economy. There will be 
more families, more homes, more production, more 
income ... more of a market for every business. Some 
new companies will be dominant factors in the expanded 
economy of 1960... many old firms will be larger and 
stronger than ever. These successful companies will 
have had the benefit of long-range planning . . . for the 
vosition they hold in 1960 will be the result of the work 


they did in 1951... and 1954... and 1957. 


Let’s lift our sights beyond the next twelve months. 
When we consider investments in advertising, let’s ask, 


“What are our objectives for the 50°s?” 


THE 


PENTON 


PUBLISHING COMPANY 


PENTON BLILDING e CLEVELAND 13, OHLO 


r : eee. i - Ss ae OS Oe ets 5 ‘ee me rks ekege cS Tage ee 
sane i ; oy eee, = — ' : i { poe 
t 1 

a ae 
ee 
Te fe 
poe 
ia 
— 
ee 
2% Shae 
a 
: ee 
| Soh 
: ar 3 
\ ar 
RNY " ee. 
‘a Ss |e 
i Was 3 eee 
a a aaa 
| . ee a 
: cal 
* Se 
ae 
ee y | oe 
a || ce 
U Pe ee 
en | oe 
AY teas 
| ! y 4 aN 
: re wv > ar. 
Ly? he ae 
ae | IF-n, SS - 
\ 4 
' - = na 
/ — nt \ Er 
| . Bes 
Sy cel 
j _ “aN Res 
' N imi iy, a. 
rari | | a= 
oS WR ~~ . 
el eo “f 2 : = ate : 
JSS ~\ - eee 
| ’ 1% 
im | Re 
y/ | rhage 
b 
ie) 
ign? 
ee eee ag 
im 
| he 
: ~ ee 
aE —“C™CSCSCC‘ oe 
! i: 
: a 7 
ae 
| ee 
ae 
ae 
;. a: 
wie 
ee a 
a at 
’ as 
a a os 
oy 
es 
2 nee ie 
O \ 2 \ ce coe i 
= Ge 3 \ —_ ge? vite! ae - ad - \ ? “ : 
a —— g35 \ aaa 43 £ F 5 S 
yes - Si es S \ “4 : F ~ ‘ed ip iald - \ tage 
¢ _—~* ‘ 4 Bin ¢ yor* ———— oe. 
‘ om — 4 x . aa : -“) — a 4 
\ 0) ) halt Oe ite. Bt 
ee E ieee Rt — «. C2 EE ae 
SS sth + an ra ‘ a ee a Ae 
Pe Y 
; ea 
= . . cll ‘ - cae ae 
aa - « on a 2a Ul ho. on | Re ee ke): ; ie pla. oe ik 2 ae = iy 7 . mes ernie 


| 
i 


vast mass of miserable wretches with the 
ame basic copy appeal 

But the advertising of Old Golds is 
ignoring this vast mass. The copy is aimed 
at the handful of happy smokers who 
ssmoke for fun. Lorillard, I imagine, must 
have reasoned this way: “Let Luckies, 
Camels, Philip Morris, and other brands 
of panacean cigarets have the sore-throat 
market. For ourselves let's stake out a 
elective market of smokers who, unaf- 


fected by blistered tongues and smarting 


nasal passages, ha.. er for a treat instead 
of a treatment.” 

Here is a fine example of selective ad- 
vertising, in my judgment. And yet it is 
not too selective, too limited in its appeal. 
The truth is, authorities say, that all of 
the leading have 
mild- 


brands of cigarets 


achieved a satisfactory degree of 


and it is probable that most smokers 


ness 
ire not actively interested in mildness 
claims. Most of us smoke for a lift, for 
the pleasure it gives us, hence it seems 


likely that Old Gold’s selective theme 
\ Treat Instead of a Treatment’’-—will 
have an appeal to millions 


Readership Ratings No Measuring Rod 

I have noted that highly selective copy 
frequently get low readership 
ratings. There is a perfectly logical ex- 
planation for this. Suppose, for example, 
that vou, an advertiser of life insurance, 
decide to run a full page in, say, Time. 


appeals 


Your decision narrows down to two 
@oices—-a page with a general appeal to 
Both sexes, yOung and old, married and 
single, parents and non-parents, and so 
@; or, as against this, a page directly 
aimed at husbands between the ages of 


@ and 50, featuring a specific type of re- 


tirement policy. Assuming that both pages 
are equally eye-catching from the stand- 
point of design and equally well-written, 
it is very probable that the selective ad 
will come off second-best in readership 
rating and keyed returns. 

The reason for this is not far to seek 
Perhaps only 10% of Time’s readers 
measure up to your specifications—(a) 
age 40 to 50; (b) married; (c) thinking 
of retiring. This means that 90% of Time's 
readers would have no special interest in 
your advertisement. 


es But the point to bear in mind js this: 
Your ad, if you decide to run 
it, will produce coupon inquiries of real 
value. Every man who asks you for fur- 
ther information confesses his interest 
in the specific policy described in your 
advertisement, he belongs in the age 
bracket for which the policy was de- 
signed, and he is actively thinking of his 
eventual retirement. He is, in other words, 
a “hot prospect,” much hotter than the 
coupon-senders that you would have 
gotten from a general ad with a buckshot 
appeal 

The first thing any ad must do is to 
attract the attention of interested readers 
On any given day, at any given hour, in 
any given publication (or air wave), only 
a very small percentage of any group of 
readers (or listeners) has any interest 
in the product or service you advertise. 
In many instances a 3% readership of a 
selective advertisement by interested peo- 
ple—people actively in the market for 
your type of product—will do you more 
sales good than a 30% rating earned by a 
“clever” jingle or a “cute” singing com- 
mercial 


selective 


Mail Order and Direct Mail Clinic... 


Customers Like a Friendly Spirit 


By Wuirr NortHMoRE SCHULTZ 

You're always thinking way ahead of 
time in the mail order business 

In the winter you're planning summer 
Promotions 

And in the summer 
Christmas mail campaigns 

You've got to plan far in advance in 
this business so your promotions are timed 
right. Timing plays an indispensable role 
im effective selling 


you're planning 


mail order 
e M. P. Brown out in Fort Worth, Tex., 
has a His 
Christmas promotions go out in the sum- 
Mdst of the year he’s selling coliec- 
his 60,000-plus mail order 


unique mail order business 


met 


tion helps to 


customers across the nation. The collec- 
tion helps, by the way, courteously but 
firmly urge his customers’ slow-pay ac- 


counts (a bit more in abundance general- 


ly nowadays ') to pay up to keep their 


credit rating good 


During the late summer and early fall, 


M. P. Brown and staff are hard at work 
trying to persuade their customers to 
build good will by the use of friendly 


Christmas letters 

guarantees his customer exclu- 
in the customer’s own 
first order a 


gets 


Brown 
sive 
city 


use of a letter 
That is, the 


particular letter 


firm to 


exclusive use of 


that letter in his town. No other firm in 
the same town will be sold the same let- 
ter by Brown 


e@ “More and more,’ Brown writes in the 


three-color letter which accompanies his 
Christmas greeting offer, “business men 
find that a warm and greeting 
letter, sent to their customers, pays prof- 
its. Because folks the world like 
to fee! their patronage is appreciated, and 
when you tell them about it at Christmas 
they become better customers for you.’ 

Brown prints the firm name on these 
Christmas letters. He also folds them, in- 
them in envelopes, and generally 


sincere 


over 


serts 


readies them for immediate use by his 
customers 

Believing strongly in customer service, 
Brown makes it easy to order his greet- 


owen th) cRnieress. 
eeeey aeP wer 

ve ay 
gee wae 


\b 


enclosing an order blank 


ing letter by 
and business reply envelope. As an added 
incentive for his customers to order these 


letters, Brown writes that if a remit- 
tance is enclosed he'll prepay shipping 
charges—a good reason for remitting, in- 
cidentally, in these high-postage-rate- 
and-going-higher days! 

What I like most about this Brown 
promotion is the strong recommendation 
to build customer good will. 

In our unpredictable days, 
good will is vital. 


customer 


e If you can maintain your customer's 
friendly spirit during critical times, you'll 
be able to hold him when times once again 
at least approach normalcy. 

Companies who sell by mail, it seems 
to me, will do well to take note of Brown’s 


suggestion to continually build good will 
with their customers. 

That's common sense, to be sure, but 
we tend to overlook our public and cus- 
tomer relations when the going gets tough. 

Think over the idea of sending your 
customers letters of appreciation now and 


Tips for the Production Man... 
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then. Yes, several times a year, if expe- 
dient. A sincere, sales-building technique 
like this pays profits. 


As Brown's sample Christmas letter 
says, “...whatever success we have en- 
joyed is due to good friends and cus- 


tomers like yourself.” 


Why Bleed-Off Adds to Cost 


By Kennetu B. Butler 
Most production men understand pretty 
well that it costs extra money to bleed- 
off illustrations, but they don’t always un- 


derstand just why. Moreover, not too 
many production people are familiar 
with the money-saving possibilities of 


controlled bleed usage. 

Bleeds give the user a greater money's 
worth through enlargement of the page. 
They raise costs in page makeup because 
of the special dimensions and extra spac- 
ing that are involved. Secondly, bleeds 
take more time and thus raise costs in 
the lockup operation because they cause 
fussy, time-consuming calculations and 
use of split-dimension wood furniture. 
They raise the cost in the press room be- 
cause of need for double-checking page 
imposition. They raise the cost of paper 
stock because the unlimited use of bleeds 
requires the use of an oversize sheet of 
paper. On a long run, this oversize paper 
can really amount to considerable sums 


e On short runs, the extra cost of over- 
sized paper is not appreciable because of 
the limited amount of paper involved. On 
long runs the increased cost can be as 
high as 7% of the paper cost. 

If the person in charge of production is 
able to control the use of bleeds, it is 
possible to eliminate the need for over- 
sized paper stock. That is, he will be re- 
quired to plan his bleeds to conform to 
limitations laid down by his printer. The 


Employe Communications... 


printer needs paper free of bleeds for all 
his press grippers and bars in his lock- 
up chase. In other spots throughout the 


o 
Q 5 £ 
3 ° F ° . 
3 = » = » 3 . = 2 = x» 3 
le ee 18 # ° 
po te, : 
e@.€to s.eao S.eco e 
+ he Pd e.teo 
i— ii5 mm ° 
PAHS | SS H 
7r~Y Be ics rm $2 ° 
Bo HOS | CO OE 
Mit @.ec0 e.teo ® 
S.tto e BL.8to Reece 4 
? Sle r 
BS 3 oO cn : 
P  meco = BLeeo 


BLEED CHART—This is one printer’s form 
chart showing where pages may bleed 
without the use of oversized paper stock. 
This chart involves a 16-page sheetwise 
form (the sheet gets backed up with the 
remaining pages in a 32-page signature). 


form, cuts may bleed. The printer will be 
glad to provide an imposition sheet show- 
ing where these bleeds may occur. Page 
layouts then must be planned with this 
bleed chart in mind, avoiding the use of 
bleeds at margins needed for grippers or 
for lockup bars. ; 

This plan will not eliminate, however, 
the necessary extra costs entailed in com- 
position and lockup. 


Advice for Conference Leaders 


By RoBert NEwcoms and Marc SAMMONS 

The Management Institutes 
at the University of Wisconsin are group 
conferences. They happen to be extremely 
good group conferences, on the whole, and 
it is perhaps not remarkable that the 
sponsors of these powwows have learned 
a thing about how to lead group confer- 
ences. It might be noted additionally that 
the men at Madison have come up with a 
few suggestions on how not to lead a 
conference 


Industrial 


@ Donald L. Kirkpatrick, of the Insti- 
tutes’ staff, recently passed along some 
helpful hints to conference leaders that 
might keep them from making nuisances 
of themselves. Here are some of the things 
Kirkpatrick feels conference leaders 
should keep in mind: Don’t set yourself 
up as an authority or expert, and don’t 
take it upon yourself to answer questions, 
give advice and dominate the thinking. In 
other words, it’s a group meeting designed 
to draw out the group, and the stage mo- 
nopolist won't get others to talk 

Don't tell a member of the group that 
he’s wrong, Kirkpatrick warns, and don’t 
tell members of a conference group that 
they must do something. To put it another 
way, lead but don’t shove. Kirkpatrick 
deplores the distracting mannerism, and 
invites conference leaders not to scratch 
ears and straighten neckties. He shouldn't 
be over-serious, condescending, pompous 
or sarcastic. If the conference leader 
wants to wreck his meeting, he will con- 
tinue to ask “Don’t vou think?” instead of 
“Do you think?” 

Kirkpatrick cautions the group confer- 


ence leader against arguing or losing his 
temper. Don't ridicule a group member or 
his opinion, and don’t take sides. If he 
talks too much instead of asking ques- 
tions, he will wander away from his own 
established theme. Violate no confidences, 
dodge profanity, and save the question- 
able story for the small, intimate group 
after the conference is over. Don’t twist a 
statement, Kirkpatrick advises, that some 
member of the conference has made. 

Here’s one many a conference leader is 
guilty of: He invites ideas from the group, 
evidently seeking out through close ques- 
tioning the one answer that satisfies 
everyone. Instead of finding it, he dis- 
cards all ideas and suggestions and sub- 
mits one of his own. Don’t do it, Kirkpa- 
trick warns 


e A conference leader destroys the value 
of a conference by asking embarrassing 
questions. And his crowning achievement 
in wrecking the show is to fail to close 
the meeting on time. 

In the field of employer-employe com- 
munications, the group conference is the 
key that unlocks the door. You can’t hope 
to have industrial harmony without the 
group conference—the conference of su- 
pervisors and the conference of employes. 
The caution lights and the stop lights 
flashed by Kirkpatrick are known to 
everyone in communication, Kirkpatrick 
freely concedes. What he doesn’t con- 
cede—and what no informed person in 
the field of communication will concede— 
is that the lights are observed. If you're 
going to make communications work in 
a plant, then you must make your group 
conferences work first. 
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FARM JOURNAL DOES WHAT 
NO OTHER MAGAZINE CAN DC 


FARM JOURNAL 


alone gives 


READERS + ADVERTISERS 
- RETAILERS 


1. The only farm magazine printed 
on news magazine presses 


se __L KANSAS ciTy tn ° 


At tenet OS 


~ 


Only Farm Journal contains The 
Farmer's Wife — THE complete 
women’s service magazine written 
expressly for rural homemakers 


~ 


Most merchandisable magazine 
in Rural America 


Largest on-location, in-the-field, 4 


First choice of the people 
of Rural America 


full time editorial staff 5 


Preferred by County Agents and 
Home Demonstration Agents 


Largest on-the-farm circulation 


@ Today, the business of farming is a fast moving, highly mech- 6 of any farm publication 


anized operation. And the men and women who own and operate : : te ce 
The magazine farm families 
depend upon 


~ 


the farms of America must have fast, accurate news of their 

business if they are to survive and prosper. 

8. Largest selling magazine among 
the millions of families who live 
beyond TV 

does have editors with a home office address—but they are 9, The only national farm magazine 

reader-checked every issue by Starch 

Advertisement Readership Service 


Most farm magazine editors agree you cannot write about 
farms and farming from a swivel chair today. FARM JOURNAI 


seldom at home. And, of course, we do have a host of corres- 


pondenis scattered the country over. 
10, Lowest cost per delivered reader 


But FARM JOURNAL has something no other farm publication of any farm magazine 


has—a staff of full time editors whose address is not the home 11, First with advertisers who count 
office. Permanently headquartered at strategic points throughout results 
the country, they are trained experts who know what to look for 12, Covers more subjects of interest 


cover their territory like a news-beat, ferreting out the news of to everyone on the farm 


farming and farm living. This is their sole interest—they hold no 13, Greatest circulation of an 


. . . . . magazine in Rural America 
other jobs. No other farm magazine operates in this manner. e . 


14, Covers more of the best farms 
There’s no getting around the facts—FARM JOURNAL is dif- 


ferent in many ways—ways which are important to advertisers 15. Greatest coverage where most of 
your best retailers operate 


who want to reach and sell rural America. 
Largest on-location, in-the-field, 


full time editorial staf] 


NO WONDER FARM JOURNAL 

| 1S THE LARGEST SELLING 
MAGAZINE OF ALL WHERE 
A VERY IMPORTANT HALF OF THE 
CONSUMERS OF AMERICA LIVE! 
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Paes 


Andrew Gets Midwest Post 

Robert H. Andrew, formerly 
manager of professional relations 
for Armour Laboratories, has been 
named midwestern advertising 
manager of Yorke Publishing Co. 
He will represent the American 
Journal of Surgery, American 
Journal of Medicine and Modern 
Drugs 


No other Sunday paper 
in the Southwest 


REACHES SO 


Two Join Yambert Agency 


i Tom Monahan, formerly with 

- 3 Walter McCreery Inc., Beverly 
- / Hills, has been named copy bee 
: eo see fof Yambert, Prochnow, McHug 
% ict nla 0% sats & Macaulay, Beverly Hills. The 
: 40 Mann tam DABS agency also has added Fred H. 
Seaereer nee Zone So | Comstock, a former newspaper 


| man, as publicity and public rela- 
| tions chief 
| TV ‘NATURAL’ 
Lindsay Joins Kamb Agency 
H. J. Lindsay, formerly in the 
advertising department of Com- 
| mercial Controls Corp. Ro- 


“Darts for Dough’ was a 
successful radio network show for four 
yeors, but it took Bert Mitchell of KPRC- 
TV, Houston, to style it for video. The 
show's emcee, Jameson Brinkmeyer, here 


THE DAILY OKLAHOMAN 


MORNING 146,90! 


COMBINED 


THE OKLAHOMA PUBLISHING CO. 263,179 . 


THE FARMER-STOCKMAN 


WKY « WKY-TV, OKLAHOMA CITY 
Represented by THE KATZ AGENCY, INC. 


| chester, has joined Kamb, Meteyer, 
| Lindsay Advertising Agency (for-| 
| merly Kamb, Meteyer), Rochester. 


offers a dart or three to lovely Elsa Ros- 
borough, who awards prizes and dec 
orotes the scenery. 


OKLAHOMA CITY TIME 


| The agency has been appointed by a a emnanaiaeenied 
| Electromode Corp.- Rochester sub- | § More Advertisers 
sition liane Join to Sponsor a 
‘Perfect Breakfast’ 


New York, Oct. 3—Breakfast is 
getting to be one heckuva prob- 
lem. Now you roll out of bed of a 


morning and right away you're 

a confronted with a puzzler: do you 

‘a eat the “real American break- 

2 _—==#4 fast,” the “jack o’lantern break- 
Alliance Review 7 = fast” or the “perfect breakfast”? 

Ashland Times-Gazette 4 Latest contestant for your 

i Ashtabula Ster-Beacon EAA sleepy-eyed attention is the “per- 

. Athens Messenger < - fect breakfast,” sponsored by 

we Bellefontaine Examiner Illinois Meat Co. (Broadcast Redi- 

ae Bellevue Gesette Aa 7? meat), Golden Mix Inc. (pre- 

Pe ; Bowling Green Sentinel-Tribune P > pared griddle cake flour) and Jos. 


Bucyrus Telegraph-Forum Martinson & Co. (coffee). 
Cambridge Jeffe tenton gt In recent weeks AA has an- 
Celina Standar 


- 
a 
st 


Chillicothe Go« 


Conneaut News-Herald 
Coshocton Tribune 
Delaware Gazette 


Roo 


East Liverpool Review 
Elyria Chronicle-Telegram 
Findlay Republican-Courier 
Fostoria Review-Times 
Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal News 
Ironton Tribune 

Kenton News-Republican 
Lancaster Eagle-Gazette 
Logan News 

Marietta Times 

Marion Star 

Martins Ferry Times-Leader 
Marysville Tribune 
Middletown Journal 

Mt. Vernon News 

Newark Advocate 

New Philodelphia Times 
Painesville Telegraph 
Piquo Call 

Portsmouth Times 
Ravenna-Kent Record 
Salem News 

Sidney News 

Tiffin Advertiser-Tribune 
Troy News 

Ubrichsville Chronicle 
Urbana Citizen 

Van Wert Times-Bulletin 
Worren Tribune Chronicle 


JOHN W. CULLEN CO. 


Washington C. H. Record-Herald 


Wilmington News-Journal 
Wooster Record 
Kenia Gazette 


Zanesville Times-Recorder & Signal 


it takes 


BOTH HALVES 
to do a job... 


Ohio is the 5th largest market in the United States . . 


. if you reach it all! 


Retail sales total $6,622,697,000.* The important part from cities 
and towns of less than 100,000 population, beyond the influence of 
metropolitan papers on your list, exceeds retail sales in such 

important states as Kentucky, Tennessee, Oklahoma and Kansas. Retail 
sales in the area covered by Ohio's home-town dailies exceeds 

that of 34 states. And these sales are where good distribution and 
dealer organizations mean excellent service to the consumer 

and rapid turnover. WRITE, PHONE OR WIRE AND ASK 

THE OHIO SELECT LIST MAN TO CALL AND EXPLAIN THE 

EASY “ONE ORDER-ONE CHECK'’ WAY OF COVERING OHIO. 


*Sales Management — Survey of Buying Power 


One oder One check / 


nounced the “real American” 
Quaker Oats’ Aunt Jemima pan- 
cakes, General Foods’ Log Cabin 
syrup, Swift & Co.’s bacon, and 
coffee); and the “jack o’lantern” 
(Armour sausage, Karo syrup and 
Bisquik pancake mix )—which fea- 
tures the foods so arranged on a 
plate as to look like a Hallowe'en 
jack o’lantern. 


e Now, if you'll break your fast 
with Redi-Meat, Golden Mix grid- 
dle cakes and Martinson’s coffee, 
the advertisers insist, you'll have 
a balanced meal—good for the 
whole family. That’s what they’ll 
say in three full-color back pages 
in the Pictorial Review (with the 
New York Sunday Journal-Amer- 
ican), and in radio and TV com- 
mercials on “Dorothy & Dick,” 
“At Home With Lionel Barry- 
more,” and shows featuring Carl- 
ton Fredericks, Ted Brown and 
Ted Husing. Also after the “Story 
of Dr. Kildare,” “The Hardy Fam- 
ily,” “Crime Doesn't Pay” and 
some others 

Arthur Meyerhoff & Co., Chica- 
go, is the agency for Illinois Meat; 
E. H. Brown Advertising Agency 
of Chicago for Golden Mix, and Al 
Paul Lefton Co.. New York, for 
Martinson’s 


Willem Succeeds Taylor 
in Central Council Post 

John M. Willem, of Leo Burnett 
Co., Chicago, has been elected 
chairman of the board of gover- 
nors of the Central Council of the 
American Assn. of Advertising 
Agencies. He has also been named 
director representing the council 
on the Four A’s board of directors. 

Mr. Willem succeeds Rolland 
Taylor, who recently resigned 
both offices because of his trans- 
fer from Chicago to the New York 
office of Foote, Cone & Belding. 


Dan River Names Robert Low 

| Robert B. Low, who joined Dan 
River Mills, New York, in 1950, 
has been named general merchan- 
|dise manager of consumer goods 
land greige goods. W. C. Harris 
has been promoted to general mer- 
| chandise manager of apparel fab- 
rics. 
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Lid on Business 
Expense Accounts 
Urged by Douglas 


WASHINGTON, Oct. 2—Sen. Paul 
Douglas (D., Ill.) wandered into 
virgin territory last week with a 
proposal to amend the tax bill 
to put a lid on business expense 
accounts. 

Though his amendment stood no 
chance of being adopted, there was 
considerable feeling here that he 
has taken the lid off a box which 
will get further attention in the 
future 

The Douglas proposal would put 
a dollar limit on the amount cor- 
porate officials, including sales- 
men, would spend for travel, food 
and lodging, just government 
officials are limited to a per diem. 

Proposed without hearings or 
without full investigation of the 
consequences, the Douglas pro- 
posal stood no chance at this time 
It may, however, be offered for 
hearings when Congress resumes 
in January. 


as 


@ Liberal corporate expense ac- 
counts are considered in some 
quarters here as a tax dodge, and 
also as a source of some of the 
temptation that is offered govern- 
ment officials 

On the other hand, it is gen- 
erally felt that it is impossible to 
legislate on such a broad subject 
without careful investigation to 
learn what is reasonable and nec- 
essary in the way of expense and 
entertaining accounts. 

During tax bill debate, the Sen- 
ate wrote in an amendment liber- 
alizing the excess tax allowance 
for newspapers which consolidated 
their mechanical and advertising 
departments during recent postwar 
years. This liberalized base is sup- 
posed to enable the publishers to 
benefit from savings which were 
brought about by the mergers. 


@ The Senate also refused to mod- 
ify special excess profits tax ad- 
justments which were included for 
TV broadcasters, who are con- 
sidered a “growth industry.” Dur- 
ing debate, Sen. Joseph O'Ma- 
honey (D., Wyo.) submitted trade 
paper reports which stated that 
TV is already grossing more than 
radio. 

The bill contains less 
drastic profits taxes than 
the House bill and postpones the 
effectiveness of corporate tax in- 


Senate 
excess 


Airlines Director 


Joseph V. Shields has been elected a 
director of Colonial Airlines, Ine., New 
York. Mr. Shields and 365,024 other 


men of action throughout American 
Business read The Wall Street Journal 
daily. 


(ADVERTISEMENT: 


creases until April 1, 1952, in- 
stead of Jan. 1, 1952, as provided 
in the House bill. 

The Senate also voted to tax 
undistributed earnings of cooper- 
atives. 


GE Boosts Hulett, Hines 

Harold T. Hulett has been ap- 
pointed assistant manager of mar- 
keting of the major appliance di- 
vision of General Electric Co., 
Bridgeport, Conn. He has been 
succeeded as Atlantic district man- 
ager of major appliance sales, 
Philadelphia, by Dorcey F. Hines. 


Lovick Joins Agencies Net 

James Lovick & Co., Vancouver, 
B. C., has joined the Affiliated Ad- 
vertising Agencies Network—the 
first agency outside the U.S. to 
join the group 


Braitsch Gets Two Accounts 

Arthur Braitsch Advertising, 
Providence, has been appointed to 
handle a three-month Sunday 
newspaper campaign for the 
Rhode Island Bar Assn. Braitsch 
also has been named agency for 
the Toridheet Oil Burner Dealers’ 
Assn., made up of 12 dealers. 
Newspapers and radio spots will 
be used. 


Gil-Bilt Account to Seelig 

Seelig & Co., St. Louis, has been 
appointed agency for Gilliom Pow- 
er Tools Co., St. Louis, maker of 
the Gil-Bilt line. 


Elvee Mtg. to Feldman 

Elvee Mfg. Co., New York, simu- 
lated pearl manufacturer, has ap- 
pointed George Feldman Adver- 
tising Agency, New York 


Bragarnick Named Biow V. P. 

Robert Bragarnick, with Biow 
Co., New York, since 1948, has 
been appointed a v.p. of the agen- 
cy and will continue account 
supervisor on Lilt 


as 


Conner Joins William Esty 

John W. Conner, formerly with 
Young & Rubicam in San Francis- 
co, has joined the staff of William 
Esty Co., New York. 
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Doner Gets New Account 

W. B. Doner & Co., Detroit, has 
been appointed agency for Federal 
Department Stores of Ohio, to 
handle radio and television adver- 
tising for its Cleveland stores. 


‘This Week’ Names K&E 

This Week Magazine has named 
Kenyon & Eckhardt as its agency. 
The magazine previously adver- 
tised direct 


On the Buying Power of 


of the $6 Billion Fresh 
Fruit and Vegetable Industry. 


Top Impact Lgl N44 


Growers, Packers and Handlers 


Notional Fresh Fruit ond 


. 4 


201 DELAWARE STREET 


KANSAS CITY 6, MISSOURI 


Your Ad has All F0Uk 
wheh you put It th the Movies 


When you use Spot Movie Ads (Film Com- 
mercials) in theatres, you get the benefit of 
SIGHT, SOUND, ACTION and COLOR to 
put across your sales story with maximum 
effect. In no other advertising medium can 
you buy so much selling power for so little. 


Moreover, with Spot Movie Ads you can get 


Nationol Offices: NEW YORK: 70 EAST 45th ST. . 
CHICAGO: 333 NORTH MICHIGAN AVE. 
NEW ORLEANS: 1032 CARONDELET ST. 


Advertising Bureau: 


MEMBER COMPANIES: 


UNITED FILM SERVICE, INC. * MOTION PICTURE ADVERTISING SERVICE CO. , INC. 


KANSAS CITY: 2449 CHARLOTTE ST. 
* CLEVELAND: 526 SUPERIOR NE. 
* SAN FRANCISCO: 82! MARKET ST. 


completely selective theatre-by-theatre cover- 
age in virtually any city or town over 1,000 
Sangre including most TV areas. Spot 
Movie Ads offer a weekly audience equal to 
one-fourth the national population covering 
many important areas ‘which TV does not 
reach at all! For more information, clip and 


mail the coupon now. 


i a a ee ee ies | 


MOVIE ADVERTISING 


NAME 


P.O. Box 1223, G.P.O. New York 1, N.Y. 


Please send me more information about 
Spot Movie Ads in Theatres. 


BUREAU 


YOUR COMPANY 


ADDRESS 
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Gadsby Named Marchant A.M. 

Charles C. Gadsby, formerly in 
the advertising department of Pa- 
cific Gas & Electric Co., San Fran- 
cisco, has been appointed manager 
of advertising and public relations 
of Marchant Calculating Machine 
Co., Oakland, Cal 


Koret Joins Brand Names 

Koret of California, San Fran- 
cisco maker of women’s sports- 
wear, has joined the Brand Names 
Foundation 


SIMPLE 
ECONOMICAL 
DEPENDABLE 


| Cc. D. WOOD ELECTRIC CO., INC. 


| 


Capcrayces © 


WOODWIN| 


Kaplan to Duro-Plastics 

Robert M. Kaplan, advertising 
manager of Duro-Togs, Lonsdale, 
R. L., has been appointed advertis- 
ing and general manager of the 
newly formed Duro-Plastics, Lons- 
dale, maker of garment and util- 
ity bags. 


Forms Laurel Publishers 
International Textbook Co., 
Scranton, Pa., has formed Laurel 
Publishers, a unit to handle iTC’s 
expanding trade book line 


DISPLAYS! 


SPECIALISTS IN 

FLASHERS AND 

CORD SETS IN 
QUANTITY 


things hare been hap 


70-17 83RD ST., GLENDALE, L. I., N. Y. 


NBC Network Radio 
Promotion Costs to 
Exceed $12,000,000 


New York, Oct. 2—The sub- 
ject of National Broadcasting Co.'s 
press conference last week was 
the radio program lineup for fall 
and promotion plans for the sched- 
ule 

Counting radio time, NBC esti- 
mates the promotion will cost 
more than $12,000,000—-the amount 
spent last year. NBC’s agency is 
J. Walter Thompson Co 

Both Charles R. Denny, execu- 
tive v.p., and John K. Herbert, 
v. p. in charge of sales, readily ad- 
mitted that NBC is interested in 
new as well as old methods for 
selling network radio. 

“We owe it to our stockholders 
and affiliates not to bypass any 
form of flexibility that will serve 
network radio,” Mr. Herbert said 
“We have examined and will ex- 
amine anything people can think 
of in this respect. Our over-all 
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HADACOL DECAL—This full-color T-shirt 

decal produced by Meyercord Co., decal 

moker, is being offered ts children by 

LeBlanc Corp., Lafayette, La., maker of 
Hadacol 


philosophy is never to miss a bet.” 


@ Mr. Herbert added that the ra- 
dio sales picture is considerably 
brightened by an adveriising trend 
in the last vear, which is, in a 


Rate of growth: 1940-1950 © 


bor Metropolitan Atlanta, the decade between the censuses 


has been one of accelerating progress 


enormously—faster than the aggregate rate of growth of the 


first SO metropolitan areas in the country. 


\nd the best part of it is 


as our own 


is dependent on no one disproportionate influence 

The result to you is a unique marketing opportunity. 
Atlanta is solidly placed as the first metropolitan area in the 
eight southeastern states. As such, it is big enough to provide 
the economy of mass marketing. Yet, it is not so big as to 
require a heartbreaking cut of the promotion budget. 

And speaking of budgets for promotion—here’s an im- 
portant point to remember: To sell Atlanta, buy 


The Allanta Zournal 


THE ATLANTA CONSTITUTION 


that Atlanta's progress stems from many causes 


Atlanta has grown 


from your point of view as well 


striking 
Atlanta for 


advertising agencies. 


¥ 


© 
ening in atlanta... big things 


DO YOU HAVE THIS BOOK? 
This 32-page book, in full- 


color gravure, summarizes the 
ten-year 
advertisers and 


growth of 


If you 


have not received your copy, 


Georgia. 


there's one waiting for you. 
Address: The Atlanta Journal 
and Constitution 
Or, of course, the 
nearest Kelly-Smith Office 


Daily, combined: 428,676 
Sunday: 457,147 
National Representatives: Kelly-Smith Company 


Atlanta, 
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sense, a “turning back to radio.” 
He indicated that NBC, which 
boasts more institutional adver- 
tisers on its AM network than any 
other network, is making a strong 
appeal for other sponsors of this 
type. 

While the proposal for selling 
a six-second spot within the NBC 
chimes has been shelved “for the 
time being,” the network has sev- 


eral sales innovations for radio 
under consideration, Mr. Denny 
said. 


The executive v. p. also empha- 
sized the importance of a projected 
merchandising program, which 
NBC expects to give radio added 
sales impetus. This strategy is now 
being planned under the direction 
of Fred Dodge, formerly of The 
American Weekly. Particulars on 
this project, which cannot get un- 
der way for several months, will 
be outlined for affiliates at the 
NBC convention at Boca Raton in 
November. 


s “Since the success of this mer- 
chandising scheme will be entirely 
dependent on the cooperation of 
the stations, we think they should 
hear about it first,” Mr. Herbert 
said. 

On the promotion front, Jacob 
Evans, who heads that department 
for NBC-Radio, reported the net- 
work is getting unprecedented co- 
operation from stations in its fal! 
campaign. Newspapers, supple- 
mented by a saturation on-the-air 
announcement schedule, will be 
used 

Already under way to publicize 
returning programs, the drive will 
be pushed in newspapers in 145 
cities, covering all major markets 
Each commercially sponsored pro- 
gram will be featured individually 
in a 60-line ad as a part of a 
block listing in a 750-line ad. This 
series will run through October, 
with NBC and the stations sharing 
the cost on a 50-50 basis 


William Palmer Joins Ball; 
Chambers Gets His B&B Past 

William E. Palmer, account ex- 
ecutive for Post's Sugar Crisp at 
Benton & Bowles, New York, has 
resigned to join F. C. Ball Co., 
Muncie, Ind., as marketing direc- 
tor of its consumer division. Mr. 
Palmer joined the agency in 1945 
after serving as Baltimore sales 
manager for Lever Bros 

He is replaced at B&B by Wil- 
liam E. Chambers Jr., who has 
been with National Sugar Refin- 
ing Co. for the past five years. 
most recently as sales manager of 
the Arbuckle sugar division 


P&T Sets Decanter Ads 

Park & Tilford Distillers Corp.. 
New York, has begun its special 
consumer campaign for Park & 
Tilford Private Stock whisky in a 
gift decanter. Copy highlights the 
fact that the gift decanter sells for 
the same price as the regular 
round bottle. Running through the 
holiday season, insertions are 
scheduled at frequent intervals 
ranging from 300 to 800 lines, in 50 
metropolitan newspapers, plus co- 
lor bleed pages in Cue, Esquire, 
Fortune, Newsweek, The New 
Yorker, Social Spectator and Time 
Storm & Klein, New York, is the 
agency. 


Peter Pan Starts Drive 


Peter Pan Foundations, New 
York, will launch one of its most 
comprehensive promotions, for 
Hidden Treasure bras, with a color 
page in Life, Oct. 27. Large space 
insertions are also scheduled for 
Charm, Glamour, Mademoiselle. 
Seventeen and other magazines. 
Dealer aids and business paper 
advertising are included in the 
program. Rogers & Cowan, New 
York, is the agency. 


Meeder Joins Carrier Corp. 

F. Dale Meeder, formerly copy 
chief and radio-TV director of 
Everling Associates, Philadelphia, 
has been appointed assistant sales 
promotion manager of Carrier 
Corp., Syracuse, manufacturer of 
air cooling and heating equipment. 
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DOOR DECAL—This two-sided door and 

window decal sign was produced for 

Whistle & Vess Beverages, St. Louis, by 
Meyercord Co., Chicago 


Management Award 
to GE, But Makeup 
of Board Is Criticized 


ScHENEcTADY, N. Y., Oct. 3—Al- 
though General Electric Co. is “ex- 
cellently managed,” a more diver- 
sified board of directors would 
help it overcome some problems 

This was one finding of a man- 
igement audit of the company 
made by the American Institute of 
Management, New York, which 
will give GE its certificate of man- 
agement excellence for 1951 

The audit showed that seven of 
the 17 directors of GE are bankers 
or investment bankers—which is 
a preponderance in relation to 
board representation by personnel 


men, production managers and 
engineers 

“A substantial segment of GE 
problems concerns human rela- 


tions,” the appraisa] pointed out 
“General Electric’s 200,000 aver- 
age annual employes and their 


families are part of the public to 
whom its board has a responsibil- 
ity. GE policies would be more 
nearly attuned to the ‘human’ and 
‘public’ interests if its board were 
strengthened by representatives of 
these segments.” 

In auditing a management, the 
institute covers ten categories. In 
six of these, GE obtained a perfect 
score. These were: economic func- 
tion, health of earnings growth 
fairness to stockholders, research 
and development, fiscal policies 
and sales vigor. 

Less than optimum ratings were 
given GE on its corporate struc- 
ture, directorate analysis, produc- 
tion efficiency and executive eval- 
uation 


Glamorized Stores 
Win the Customers, 
Chain Grocers Told 


Satt Lake Crry, Oct. 1—More 
“femineering” in designing food 
markets was predicted for the fu- 
ture by Ray O. Harb, Chicago, 
sales-service manager for Red and 
White Stores, at the annual con- 
vention of some 2,000 grocers here 

The emphasis in modern stores 
is on glamor, he said, and house- 
wives will shop in more glamor- 
ous stores in the future 

He also sees a trend toward a 
more scientific display of goods to 
make shopping more pleasant for 
the housewife 

Mr. Harb also predicted that the 
middle-size grocer, now rapidly 
dwindling from the market scene, 
will disappear almost completely 
Chain stores and large indepen- 
dents have jumped from a 3.6% 
volume of total grocery business 
ten vears ago to the present 34%, 
he said, while the “small” grocer 
has dropped from 90% to 25% 
control of business over the same 
period 


Advertising Aides Moves 
Advertising Aides, New York, 

has moved to larger quarters at 

its present address, 112 E. 19th St 


Wells Joins Hottman Sales 

Marshall G. Wells, formerly 
general sales manager for Sues, 
Young & Brown, Los Angeles, has 
been appointed sales promotion 
manager of Hoffman Sales Corp., 
Los Angeles, California distributor 
for Hoffman Radio Corp 


Starts Industrial Ad Class 


The Industrial Marketers of De- 
troit, in conjunction with the Uni- 
versity of Michigan Extension 
Service, is conducting an eight- 
week lecture course on industrial 
advertising 


F&SER Does Films tor Owens 
Fuller & Smith & Ross, Cleve- 
land, has produced a series of 10 
TV spot films for Owens-Corn- 
ing Fiberglas Corp.'s furnace fil- 
ters. Station WXEL, Cleveland, 
and stations in Detroit and Chi- 
cago are first on the schedule 


GE Dealers Air Irish Fray 


General Electric appliance deal- 


ers in the St. Louis area have 
signed the complete schedule of 
Notre Dame football games this 


fall for broadcast over KXOK, St. 
Louis 


89% oF 


OILHEATING 

& FUELOK 

DEALERS SALES ARE UP IN Also a Commercial- 
READ THIS THIS SUBSTANTIAL Industrial Oil Burner 
MAGAZINE STEADY INDUSTRY Section. 


FUELOIL & Oil HEAT + 232 Madison Ave., NEW YORK 16, N. Y. 
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“| Have Always Considered 
the RURALIST Indispensable 
in Selling Our Durocs” 


Says Mrs. J. L. Peppard 
Peppard Farms 


Lawson, Missouri 


4% 
Gq 
“ 
Sure 
Peppard's 
Wave Master 


SALE SEPTEMBER 27th 


WRITE MRS. J. L. PEPPARD FOR SALE CATALOG 


PEPPARD FARMS 


Small ads—placed consistently—tell the Peppard 
Farms story to Missouri Ruralist readers. 


EXTRA! on September 30th, 


Missouri Ruralist showed an in- 
crease of 42,874 lines over the first 
nine months of last year. There’s a 
record in the making! 


Swe 
SUPER 
WAVEMASTER 


do mune 


Lawson mO 


~; 


Peppard Farms is famous for its great herd 
of fine quality Durocs. Its quarterly sales, 
advertised on the pages of MISSOURI 
RURALIST, are outstanding successes. 
“Our ads in the RURALIST bring buyers 
from all over the state,” Mrs. Peppard 


says. “I highly recommend it as a live- 
stock medium.” 


More than 400 other livestock breeders 
agree. They, too, advertise in MISSOURI 
RURALIST year after year—and they get 
results! So if you want YOUR ad to reach 
more of the rich Missouri farm market, 


place it in MISSOURI RURALIST. See 


what our advertisers mean when they say: 


“WE LIVE IN MISSOURI... WE'VE BEEN SHOWN!” 


MISSOURI RURALIST 


ie : Published by CAPPER PUBLICATIONS 
‘Editorial Office, FAYETTE, MO. 


Business Office, TOPEKA, KANS. 
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Of course vou don't choose When you 


That's where South Bend comes 


your test markets this way 


test, you want results you can trust. 


in. Its so perfectly typical of the nation that the U.S. Government 


chooses it for important tests and studies. So do private research or- 


ganizations. They know South Bend tests are reliable! And here you 
South Bend 


Tribune saturates this great market! Write for free market data book. 


ean test economically with only one 


newspaper. The 


South Send 


M 
a 


SouTH BEND, 
IND. 


gic 


— Cribune 


STORY, BROOKS & PINLEY, INC. 


* NATIONAL REPRESENTATIVES 


Advertising Age, October 8, 1951 


Huge 1950-53 Industrial Output Rise 
Reported in ‘Magazine of Building’ Film 


New York, Oct. 3—Measured 
in physical units alone, entirely 
apart from price rises, the increase 
in U. S. industrial output for the 
three-year period from June, 1950, 
through June, 1953, will equal our 
entire net increase in production 
for the 20 vears from 1920 to 1940. 

This and other startling facts on 
industrial production are present- 
ed in a slide film emphasizing the 
impact of mobilization on build- 
ing, prepared by Magazine of 
Building 

In World War II, the film survey 
shows, the total value of goods and 
services produced by the nation 
more than doubled, rising from 
$101 billion in 
$215 billion in the year of victory. 
But the real wonder of the 1940s, 
the report points out, is that at 
war's end the market absorbed the 
whole increase and went on clam- 
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THE READING ROOM OF THE ALGON 


Mel aurin-Jones 


The name 


Company Is Vour assurance 


Fi n e Pape rs ee of superior-quality papers for a a 


printing and packaging 


purposes —a name that i 
1 st 

famous throughout the world 
for generations of skill and work 


of new and improved papers 
| pay brics 


for business and industry. 
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MeLaurin-Jones Papers are advertised regularly in NEWSWEEK and BUSINESS WEEK 


“A PIONEER IN PAPER PERFECTION” 


McLAURIN-JONES COMPANY 


BROOKFIELD, MASSACHUSETTS 


Offices: New York - Chicago - Los Angeles 


1940 to more than | 


oring for more. By 1950, the gross 
national product had climbed to 
30% above 1945, from $215 bil- 
lion to better than $280 billion. 

In these same five years, ac- 
cording to the magazine’s survey, 
building’s annual volume shot up 
more than double—from $12 bil- 
lion to almost $28 billion. Almost 
one out of every four dollars in 
the entire $65 billion increase in 


gross national product was ac- 
counted for by building alone, it 
says. 

e The film stresses that no in- 
dustry employs so many people, 
involves so many skills, and is 


at once so local and so national 
No industry, it is said, can equal 
building for long-term capital in- 
vestment, for each year more mon- 
ey is invested in new mortgages 
than in new corporate, state and 
municipal bond issues combined 

The film projects future de- 
velopments and predicts that the 
gross national product will rise 
to more than $325 billion this year, 
to approximately $355 billion in 
1952 and to $385 billion in 1953 
After that, it says, comes the crit- 
ical period, the turning point of 
our economy—195X 

It recommends modernization of 
local building codes, a speedup of 
standardization, reduction of waste 
in construction through better 
| technical planning, and use of new 
| sources of money, such as pension 
trusts, to prevent periodic drying 
up of mortgage funds 

It urges manufacturers to 
new ideas now in order 
lish new markets and recruit their 
|} second sales force of leading pro- 
fessional builders who will in- 
fluence other buvers by their own 
example. Manufacturers, it is 
stressed, who want to 
| building's future, should start sell- 
ing new ideas now 


sell 
to estab- 


Stay in 


Harvester Cigars 
Get Full-Page Ads 
in 21 Key Markets 


New York, Oct. 1 


Biggest full- 


page newspaper drive ever put 
behind Harvester cigars was 
started today by the Consolidated 
Cigar Corp., via Erwin, Wasey & 
Co 

The Harvester brand will be 


promoted in 21 key-market news- 
papers on a monthly First 
ads appear today with followups 
scheduled for early November and 
the first week of December 

“Each ad,” said Dave Jenks, v. p 
of Consolidated, “will do two main 
jobs. Our first aim, of course, is 
to increase Harvester sales in each 
market. But we also feel this se- 
ries will build up cigar smoking 
in general and give everyone in 
our industry a healthy boost.” 

Full-size replicas of the ads are 
being distributed to retailers for 
use as window displays 


basis 


Shriner Gets Sponsor; 
Drug Stores Change Shows 

Herb Shriner, who this summer 
substituted for Arthur Godfrey on 
Lipton’s “Talent Scouts” (CBS- 
TV), will star in his own show 
starting Oct. 11 at 9 p.m., EST 
over ABC-TV under the sponsor- 
ship of Cluett, Peabody & Co., New 
York. This telecast is a replace- 
ment for the “Don Ameche Play- 
house,” which had been aired al- 
ternately by Arrow shirts and by 
Packard Motor Car Co., Detroit 
Young & Rubicam handled both 
shows. 

Meanwhile, Drug Store Televi- 
sion Productions, New York, 
through Product Advertising Corp.., 
has replaced “Cavalcade of Bands” 

a longtime Tuesday night fea- 
ture on DuMont—with “Cosmo- 
politan Theater.” Scripts will be 
based on stories from Cosmopoli- 
tan. 
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Arena Ads Ask, Which Has the Gemelli? Two Join Anderson 


NorRISTOWN, Pa., Oct. 2—A cam- 
paign in newspapers, supported by 
radio and television, was launched 
last week in the Philadelphia area 
by V. Arena & Sons, manufacturer 
of macaroni and noodles, of its 
new Conte Luna Gemelli, a special 
twist of spaghetti. (Gemelli means 
twins in Italian.) 

The campaign in a score of pa- 
pers in eastern Pennsylvania, 
Delaware, Maryland and southern 
New Jersey, takes advantage of 
the Italian word to strike a toni- 
type headline (see cut). 

The campaign, one of the heavi- 
est in the company’s history, fol- 
lows a two-week test in the Phil- 
adelphia area with 90% distribu- 
tion resulting. Large space in the 
Philadelphia Bulletin and Inquirer 
led the campaign 

Pittsburgh and New York areas 
are also being considered as the 
next objectives for Gemelli. 

St. Georges & Keyes, Baltimore, 
handles the account. 


American Vitamin Sponsors 
Coast-to-Coast TV Show 

American Vitamin Associates, 
Hollywood, for Thyavals, Orvita 
and Thyavals formula 621, is spon- 
sor of the new coast-to-coast live 
TV show, “Frosty Frolics,” seen 
on KTLA, Los Angeles, and nine 
other ABC-TV stations (WJZ-TV, 
New York; WENR-TV, Chicago; 
WFIL-TV, Philadelphia; WCPO- 
TV, Cincinnati; WTVN, Columbus, 
O.; WAAM, Baltimore; WXYZ- 
TV, Detroit; WMAL-TV, Washing- 
ton, and WXEL, Cleveland). The 
show began Sept. 19 on film and 
became live Oct. 3. More stations 
will be added as soon as time can 
be cleared by Schwimmer & Scott, 
Chicago, the company's agency. 

Last week AA erroneously re- 
ported that the show was spon- 
sored by another vitamin com- 
pany. 


Dayton Rubber Account Split 
Dayton Rubber Co. has ap- 
pointed Allman Co., Detroit, to 
handle advertising of the com- 
pany’s Thorobred truck and car 
tires. Geyer, Newell & Ganger, De- 
troit, continues as agency for all 
other divisions. The Allman Co. is 
headed by Leslie C. Allman, re- 
cently resigned executive v. p. of 
the Fruehauf Trailer Co., Detroit 


Ross Names Parkinson 

Schuyler Ross Corp. has ap- 
pointed C. V. Parkinson Associates, 
New York, to handle all advertis- 
ing. The corporation buys up new 
consumer package products which 
it merchandises and distributes 
under its own name. A newspaper 
and women’s magazine campaign 
is planned 
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oh Pin has phe bwine?| | executive and copy chief with 
Which twin has the fwins: Yambert, Prochnow, McHugh & 
e Macaulay, and Robert Culbertson, 


formerly account executive with 


. “7 * , Fi a 
Irwin Co., have joined Anderson- uf wsa REVIEW 
McConnell, Hollywood, as account 
executives. H Al R E 
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: 7 Starts Export Campaign trade paper siete Rennie 
“nang 2 | Robert Otto & Co, New York. 7 

E—meening twins—) has begun an introductory adver- retailers than any other 

in-spaghetti twist | tising campaign in export markets 

for Bactine, a household disinfect- 


trade publication. .. @ 
ant manufactured by Miles Lab- &'s“TOPS* in its trade Carries more eae (i) 


oratories, Elkhart, Ind 


Transfer Wood to ]WT Rio 

J. Walter Thompson Co., New 
York, has transferred William M 1170 Broadway, N.Y.1, + MU 3-8700 
Wood Jr. to its Rio de Janeiro of- 
fice as account representative 


pecialized TRADE PUBLICATIONS 


Pants with fockets are 
with Men in the KFAB a 


By R. E. BYRD, Manager 
Bond Stores, Inc. 
Omaha, Nebraska 


Pants with pockets in them are popular with men in the KFAB 


area, because it is the convenient way to carry money. Usually it 
is “folding” money or a check book, and is carried in the hip 
pocket. Frequently it is “change” and is kept in the side pocket. 


These men in the rich KF AB area reach for their money often—because they buy often. 


There are thousands upon thousands of men in the Midwest Empire who listen to KE AB, 
the Midwest Empire Station, You may be one of the advertisers who uses KFAB and 
you know how intently those men listen to your messages. You may now be experiencing 
how loyally those men buy KFAB advertised products and services. If not, and you 
want to sell this money-minded market. and at a low cost, it will be to your advantage 
to learn more about men in the Midwest Empire and more about KF AB, the station 


that serves them. 


There is an availability opening soon on KF AB that is in a time segment LISTENED 
TO MOST by men. Phone or wire and you will be given the interesting necessary 


facts and details. 


\\\nwieS eae ye! / / 
yd jeu | a2); ~ UL; or, 


~ Soil ) \ \ | | J, 
BAA ////7 gg 


med eco aes eS “ioe Sea, ie eee lS I eS) a En 
Bae 

! sa 
ee 57 cram) 

= 

a , <5 
ee HOUSEWARES a 

(6 | aia . 

| oe 
| eo me 
sores eae oak 
14 Te ee "@. Bact Sey 
Sa (C&tl = | 

a ae - ar 

| a er a 
eect ne —— — es 
it : _& 98 8 ¢ 4 
; %y , ie ? > 7 be ‘ <_ Toke 

SF fei ros IU aes 

4 ‘4 A GOINN NZS ANS * Ui) i 
| T ‘ 7 4 . or ¥ ¢ “~>)N ed . ’ & 3 
~ «x yo L % v \ * pas ha 

. : | ; 2 NS WoT S TVW ) § ae 
TAMALE asin oer 

A . ~ 

v ' | | 10¢ is ay x i on 

. 7 

ar 

a 

rao 

~) 2 

ee S 

ty! 

~ 

Gs 

| a i. 

\ RT AT . = ’ CRP 
6 Low Cost ——— eK 

to * i 
we 

: ea 

} NGS ——— + 
pap MAIL! ie 

ie SPEce =~ ) ee 

| =F age be tue | / / , f al 
FZ poss 

: “ Ba te 

. ' ' ogs, etc. TYPIStS OO Se sheets = —_ — : ae 
teeny i? eee oe 

. soe ot 25 shea (425 104s colons. Ave —— A oe A Bee 
<a * fiuid duplicator og 7 —_ eS *. 

. write far — —_— aa ia 
ct spe Frc oes z = — a 

re oo ee) watts OMAHA &*:'* Cos Me ioe 

ee —_ —— ae 
BRERA Represented by FREE & PETERS INC., General Manager HARRY BURKE - 

> Se : - = : a : ee a? a Pass ee ee ee Soe : er ; Pah ay cto ee Pas 


Complete Market Data 
available. Write today! 


The Fabulous Southwest 


of the U.S. that 
27¢ can buy! 


A $587,330,000 retail market cen- 
tering at El Paso, the Fabulous South- 
west can be reached only through 
two separate newspapers, the El Paso 
Times and E! Paso Herald-Post. One 
low rate—27c per line—buys both! 


| Fred W. Fitch, 81, 
‘Famed Hair Tonic 


Manufacturer, Dies 


Des Mornes, Oct. 2—Fred W. 
Fitch, 81, founder of Fitch Mfg. 
Co., nationally known hair tonic 
and cosmetics manufacturer, died 
at his home here yesterday. He 
had been confined to bed with ill- 
ness for a year 

At his bedside yesterday were 
his wife, two daughters, and the 
two sons, Gail and Lucius, against 
whom the elder Mr. Fitch had car- 
ried on a year-long court battle. 
He sought to have them removed 


BIGGEST hunk 


@ The Big Package for 1951 


The Bi Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


®@ The Story of the Fabulous Southwest 
@ The $12,000,000 Case of Whiskey 


® Standard Market Data for El Paso 
Represented 


nationally by Scripps-Howard General 
Advertising Department and Texas Daily Press League 


as trustees of the Fitch estate. The 
court recently refused to remove 
them, but did name a local bank 
as an additional trustee. 


El Paso Herald-Post 


A SCRIPPS HOWARD NEWSPAPER 

EVENING . 
@ Fitch Mfg. Co. was sold to Grove 
Laboratories in 1949 for an un- 
disclosed sum, although Fred Fitch 
announced at the time that it was 


“less than the book value, as the 


This salesman is always welcome 


26,000,000 i 7 
READERS MONTHLY 4 | 


101 
COUNTRIES 


That's why leading advertisers select Reader’s 
Digest as their best salesman abroad. For here is a 
magazine that talks to its readers in their own 
language —tells your advertising story in words the 
reader understands. 

Here’s what a drug manufacturer in New York 
has to say: “Our branch managers consider Reader's 
Digest as a local publication rather than in the same 
category as publications printed in the United 
States and distributed abroad.” This not only builds 
up confidence in the magazine but confidence in 
vour advertising. 

Use this “Basic Eight” yardstick to compare the 
Digest with other export advertising media: 
COVERAGE —larve, nationwide circulation with intensive cover- 

age of metropolitan and rural trading areas in every market 
BUYING POWER —unique editorial selects better educated, 

higher-income readers in each market 


LANGUAGE— publication in local languages assures maximum 
effectiveness of advertising copy 


26 EDITIONS 


Wl 
LANGUAGES 


Yes, READER’S DIGEST 


gets inside with your story 


INFLUENCE— unique editorial content has built unequalled con- 
fidence among 26,000,000 readers including business, 
government and professional leaders in every country 

AOVERTISERS — more leading advertisers invest more money in 
Reader's Digest than in any other publication in the field. 

ECONOMY —lower advertising cost than any other publication 
in the field 

SELLING POWER — proved results in sales and inquiries 

FLEXIBILITY —advertising can be bought in any one or all of 26 
editions, covering 101 countries 


FREE FOR THE ASKING: 
\= es) To present you with a detailed picture of 
\ Reader's Digest, a special booklet on 


Nationwide Coverage with Local Impact 
in Leading Foreign Markets has just been prepared. 
For your free copy, write to: Reader's Digest Inter- 
national Editions, Inc., 230 Park Ave., New York 17, 
N. Y. In Chicago: 333 North Michigan Ave. In 
Los Angeles: 816 West Sth Street. 


MORE READERS ...MORE INFLUENCE... MORE BUYING POWER 
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only alternative to financial fail- 
ure.” 

Thus ended his 32-year caree: 
as a leading figure in the hair 
tonic field, which started in a lit- 
tle barbershop in Madrid, Ia., 
where Fred Fitch and a Dr. Brech- 
bill worked out the original for- 
mula for “Ideal Hair Grower and 
Dandruff Cure.” 

Before the sale, Fitch was gross- 
ing several million dollars an- 
nually. At the time of the sale 
Grove Laboratories estimated that 
the addition of the Fitch products 
would increase its own sales vol- 
ume to well over $12,000,000 a 
year. 

The Fitch company was always 
a heavy advertiser, spending more 
than $700,000 in 1942 and in ex- 
cess of $1,000,000 for the next five 
years. It spent a total of $13,198,- 
048 on advertising from 1936 
through 1947, which was 25.2% 
of gross sales 


e By 1947, evidences of a serious 
postwar decline in sales set in, 
but advertising expenditures, al- 
though off more than one-third 
from the previous year, still were 
slightly over the million mark 
| By the following year (1948) 
they had dived to $536,000, and 
last year (most of it under Grove 
auspices) expenditures for Fitch 
products totalled $410,000, about 
half of which went into a radio 
program which also featured 
Grove’s Four-Way cold tablets 
Fitch became an important ad- 
vertiser in 1920, and was a pio- 
neer in radio, launching the Fitch 
Bandwagon show on NBC in 1928. 


W. CLYDE MITCHELL 
KITCHENER, ONT., Oct. 2—W. 
Clyde Mitchell, president of K-W 
Broadcasting Co., operator of Sta- 
tion CKCR, Kitchener and Water- 
loo, died of coronary thrombosis 
last Wednesday. He had been con- 


nected with radio here for 22 

years. 

MACDONALD DONNELLY 
ToronTO, Oct. 2—MacDonald 


| Donnelly, 50, founder and head of 
the advertising firm bearing his 
name, died at his home here last 
Wednesday. Born in Peterborough, 
Ont., he had been a resident of 
Toronto for some years and found- 
ia his agency in 1948. 


| R. FLAIKE BAITY 
Cuicaco, Oct. 2—R. Flaike Baity, 
53, v.p. in charge of sales for 
Standard Oil Co. (Ind.), died un- 
expectedly Sunday at his home in 
nearby Kenilworth. 

Mr. Baity had been with Stand- 
ard Oil since 1920, starting as a 
service station attendant in In- 
dianapolis. He had been a director 
since 1947 and became v.p. two 
years ago 


WILLIAM T. CULLEN 

ScRaANTon, Oct. 2—William T. 
Cullen, 61, general manager of the 
Scranton Times since 1949, died 
at his home here last Friday. Prior 
to 1949, Mr. Cullen had been busi- 
ness office manager and assistan: 
general manager of the paper. He 
was with the Times for 41 years. 


WILLIAM G. McKITTERICK 
SHAKER Heicuts, O., Oct. 2—Wil- 
liam G. McKitterick, 69, retired 
sales manager and _ investment 
counselor of General Electric’s 
Lamp Division, at Nela Park, 
Cleveland, died Sept. 21 following 
a heart attack at his home here. 
Widely known throughout the 
electrical industry, Mr. McKitter- 
ick retired in 1945 after having 
been associated with General Elec- 
tric’s Lamp Division for 37 years. 


ELMORE M. PUTNEY 
St. Louis, Oct. 3—Elmore M. 
Putney, v.p. and general sales 


manager of the Ralston Purina Co., 
died here yesterday of a heart at- 
tack. He was 56 years old. 
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‘Sam’ Vining, 63, 
Noted Merchandising 
Consultant, Dies 


MANSFIELD, O., Oct. 4—Vernon 
E. (Sam) Vining, 63, merchandis- 
ing consultant for the electric ap- 
pliance division of Westinghouse 
Electric Corp., died last Saturday 
in Bakersfield, Cal., of a stroke. 

Known nationally as the “Red 
Suspender Man,” Mr. Vining was 
a recognized authority on retail 
merchandise selling in the appli- 
ance and other fields. 

A consultant, speaker and author, 
he wrote “Sam’s Selling Slants” 
and a monthly article appearing in 
Electrical Dealer called “Sales 
Clinic.” 

Sam Vining, at one time or an- 
other, sold almost everything from 
oil to underwear and from fur- 
naces to door bells, and once even 
sold “No Peddlers Allowed” signs. 
His philosophy on door-to-door 
selling was always to ring the bell 
where there was a sign that read 
“Door-to-door peddlers, solicitors, 
don’t ring this bell; we buy nothing 
at the door,” because, he said, if 
they weren't suckers they wouldn't 
have put up the sign 


FRANK R. STARBUCK 

RACINE, Wis., Oct. 2—Frank R. 
Starbuck, 75, president and pub- 
lisher of the Journal Times Co. and 
president of the Racine Broadcast- 
ing Co., died yesterday less than 
an hour after he was stricken in 
his office. 

Mr. Starbuck had been asso- 
ciated with the Journal-Times and 
its predecessors for 53 years. His 
first newspaper job dates back to 
1898 when he was teiegraph editor 
of the old Racine Journal, pub- 
lished by his father, the late Frank 
W. Starbuck. 


HAL D. LOCKMAN JR. 

Houston, Oct. 3—Hal D. Lock- 
man Jr., 24, space buyer for Wil- 
kinson, Schiwetz & Tips, died last 
Thursday in Hedgecroft Clinic of 
poliomyelitis. 

Mr. Lockman received a bache- 
lor’s degree in journalism from 
the University of Arkansas and a 
master’s degree, majoring in ad- 
vertising, from the University of 
Houston last year. He was a Phi 
Beta Kappa graduate. 


FRANCIS C. HEANEY 

Cuicaco, Oct. 2—Francis C. 
Heaney, 53, operator of Abbot Ad- 
vertising Co., Chicago specialties 
concern, was killed Sept. 25 when 
his private plane crashed into a 
pond in Pulaski County, Ill. Mr. 
Heaney had been associated with 
Chicago advertising for more than 
20 years. 


GEORGE W. MACE 
MILWAUKEE, Oct. 2—George W. 
Mace, 44, advertising manager of 
Unit Crane & Shovel Corp., died 
Sept. 27 after a heart attack. He 
was a member of the Milwaukee 
Advertising Club and the Milwau- 
kee Industrial Marketing Assn. 


FRED W. WEILER 

ALLENTOWN, Pa., Oct. 2—Fred 
W. Weiler, 49, v.p. and co-publish- 
er since 1948 of the Call and 


@ Now reaches 78,984 
hotels and restaurants 


throughout Americe . . 
(See Standard Rate & Data Service) 


2132 FORDEM AVE. MADISON 4. WIS. 


Chronicle newspapers here, died 
today in Allentown Hospital. 

Mr. Weiler had been associated 
with the newspapers since leaving 
college in 1923. He originally was 
in charge of the circulation de- 
partments. He was the son of Roy- 
al W. Weiler, who had been presi- 
dent of the company until his death 
in 1948. 


HOWARD W. CHENEY 

Beverty Hits, Car., Oct. 2— 
Howard W. Cheney, 47, West Coast 
manager of Erwin, Wasey & Co., 
died suddenly at his home here 
this morning. Prior to joining Er- 
win, Wasey last May 15, Mr. 
Cheney had been West Coast man- 
ager of Leo Burnett Co. 


ROBERT W. JONES 

SEATTLE, Oct. 4—Robert W. 
Jones, 67, who retired a year ago 
after 30 years on the faculty of 
the school of journalism, Univer- 
sity of Washington, died at his 


2a 


home here on Monday. Before 
coming here in 1920, Prof. Jones 
was head of the University of 
South Dakota journalism depart- 
ment. 


PATRICK McNAMARA 


Cnricaco, Oct. 4—Patrick Mc- 
Namara, 82, retired advertising 
salesman, died here earlier this 
week. 
WALTER S. CLEVENGER 

Cuicaco, Oct. 3—Walter S. 


Clevenger, 62, western manager of 
Case-Shepperd-Mann Bublishing 
Corp., New York, died yesterday 
following a heart attack last week. 

Associated with the business pa- 
per publisher's Chicago office for 
22 years, Mr. Clevenger was past 
president of the Dotted Line Club. 


Keystone Broadcasting Moves 

Keystone Broadcasting System, 
Chicago, which provides program 
transcriptions for rebroadcast, has 
moved to 111 W. Washington St. 


Fallon to Warwick & Legler 

James L. Fallon has resigned 
as account executive with Erwin, 
Wasey & Co., Los Angeles, effec- 
tive Nov. 1, to join the Los An- 
geles office of Warwick & Legler 
in an executive capacity. 


59 


Fredane Joins Lippman 

Bentley Fredahe, formerly man- 
ager of the H. J. Gold Co., New 
York, has joined Lippman Adver- 
tising Associates, Buffalo, as pro- 
duction manager and account ex- 
ecutive. 
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it’s “TOPS* in its trade 


HOME 
FURNISHINGS 


...the only “how to” 
business magazine 
devoted solely to 
helping retailers move 
more home furnishings. 


© ¢ 


Specialized TRADE PUBLICATIONS 


1170 Broadway, N.Y.1, « 


MU 3-8700 


MANAGEMENT MEN ARE TALKING ABOUT... 


nt ae Pre 


like capital spending, doubled in.two years. 

And in America’s most upsurging industry, 

keeping up with the news is vital to top-level decisions. 
That’s why CHEMICAL WEEK, 

with swift coverage of developments affecting management affairs, 
draws the largest executive audience in the field. 
It’s chemical management’s own magazine. 


With accent on business interests, 
CHEMICAL WEEK provides a service unique among process publications. 
That’s why alert industrial marketers are turning to CHEMICAL WEEK ... 
to create a preference among business-minded men 
active at the buying level. 


CHEMICAL WEEK sells . 


Things happen fast in the Chemical Process Industries . . . 
like new wonder drugs, plastics and synthetic fibers . . . 


.. and keeps sold . .. management men who often specify, 


and always approve, purchases of equipment, materials and supplies 
in America’s largest industrial market. 


ARC * ABP 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, WEW YORK 36, NEW YORK 
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Sets Record Straight on 
Work Behind Stalin Booklet 

To the Editor: We are appreci- 
ative of your report in the Sept. 17 
ADVERTISING AGE on our anti-in- 
flation booklet. We have already 
received several requests for fur- 
ther information and feel that 
Robert Newcomb and Marg Sam- 
have done a_ particularly 
helpful and worth while reporting 
job 

However, there are several mi- 
nor inaccuracies in the report 
which I am bringing to your at- 
tention only as a matter of record 

Actually, “How Stalin Hopes We 
Will Destroy America” is one of a 
series of economic education book- 
lets being published by Pictorial 
Media Inc. The first is “We Hit 


mons 


Full color at low cost 


To SHOW MERCHANDISE, 
PROMOTE DISPLAYS, ETC. 


Une true-to-life Perfex full color 
repromluet 

merclandiming, 

Ideal for sales 


portfolios, merchandising mailers. 


materials 


Practical even for small quantities! 
Representatives in principal cities. Write 
PERFEX COLOR PROCESS 
714 South Third St., Milwaukee 4, Wis. 


This department is a reader’s forum. Letters are welcome. 


the Jackpot,” which has enjoyed a 
1,250,000 sale to industry. Our anti- 
inflation book, “How Stalin Hopes 
We Will Destroy America,” is the 
second and current of the series; 
sales have reached 650,000 in the 
past four months. Currently in the 
works is a book on productivity 
which will be available in Novem- 
ber. 

All of these books were con- 
ceived, developed, executed, pub- 
lished and completely underwrit- 
ten by Pictorial Media Inc. 

In the case of our anti-inflation 
booklet, Bemis Bro. Bag Co 
dertook to give us very substantial 
assistance. In the first place, they 
provided the services of The Psy- 
chological Corp. for both pre-pub- 
lication and post-publication re- 


search and measurement of effec- | 


tiveness. Only after the evidence 
of effectiveness was in did Bemis 
undertake to promote the distribu- 
tion of this book through the spon- 
soring of advertising in Time mag- 
azine and 30-odd trade papers cur- 
rently on their schedule. Further 
they brought the book to the al- 
tention of congressmen, chambers 
of commerce, customers, etc 
through direct mail and (in the 
case of their customers) through 
personal contact. 

We have discussed the develop- 
ment of this book with Bemis as 
well as a number of other com- 
panies and organizations such as 


un-| 


the American Economic Founda- 
tion, Tax Foundation, National In- 
dustrial Conference Board, etc., 
all the way from its inception, and 
they have been of great assistance 
to us in its development 

This note is not intended to de- 
tract in any way from the Bemis 
contribution and its importance to 
us; it is. merely intended to set 
the record straight 

The major reason for my writing 
you is that, if this book becomes 
identified as “a Bemis book,” our 
sales will suffer. Through such 
misunderstanding we have already 
| encountered this reaction from a 
| major company: “It is scarcely be- 
coming for us to follow in an- 
other's footsteps; however, we 
have no objection to participating 
in a program organized and de- 
veloped by a publishing company 
such as Pictorial Media.” 

Since I feel that both our clients’ 
interests and ours (and perhaps 
all America’s) are served by the 
|} maximum distribution of this book, 
| we are grateful to you for bringing 
it to the attention of ADVERTISING 
| AGE readers. 
Harry E. CHILps, 
| Pictorial Media Inc., New 
j York. 

= es +. 


Thinks ‘Buy at Home’ Idea 
Isn‘t as Sound as It Seems 
To the Editor: How about tak- 
|ing a crack at that first sentence 
of Senator Long’s? (AA, Sept. 17, 
Page 84.) So the mail order houses 
compete with every local merchant 
in the United States—what of it? 
Let's do a little thinking about 


all this stuff about “Patronize 
local industry, local merchants, 
etc.” 


The question is, where does the 
money come from’? I mean the 
payrolls that the people spend 
with local merchants? Well, most 
of it comes from the factories. 

And the factories have such big 
payrolls because they sell their 
products all over the United States, 
or even all over the world. The 
money that is supposed to be spent 
locally is not created locally—it 
would not be available if the “buy 
locally” idea were followed uni- 
versally or even usually. Suppose 
the factories had no market excep* 
in their home cities! 

Or take chain grocery 
People again talk about favoring 
local merchants. But nearly all 
the personnel in the large A&Ps 
Krogers, etc., are local townspeo- 
ple, earning money that they spend 
with local merchants. On the other 
hand, the local independent gro- 
cery stores buy their groceries and 
produce from distributors and job- 


stores 


bers located outside the home 
town. 
You take it from here. Eco- 


nomics is a pretty deep subject to 
me, but something tells me that 
the “buy at home” idea is not as 
sound as it seems. 
CHARLES SHAW, 
Charles A. Shaw Advertising, 
Beloit, Wis. 


* e 
It's Beer, Here, Not Lager, 


would lead to the suspicion in the 
native mind that the user was a 
“furriner”—perhaps from Brook- 
lyn, or from Milwaukee. 
Roy GRIFFITH, 
Advertising Counsel, Melrose, 
Mass. 
* - = 


Heavy Heavy Hangs Over— 
To the Editor: May I submit 

the enclosed from the Sept. 1 issue 

ot The New Yorker as evidence 


aa | 
\ 


LUE 


of the limits to which the ladies’ 
hats might go and ad photogra- 
phers do 
Mrs. Moriz M. DreyFus, 
Philadelphia. 


Believe It or Not... 

To the Editor: Those 
sounding Philip Morris 
test’ commercials are bad enough. 

But I really groaned when Hor- 
ace Heidt, on his Sept. 24 tele- 
vision show, held up the $5,000 
check for first prize on his talent 


phony- 
“nose 
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show...with the name of the win- 
ner (just decided that moment) 
carefully printed on the check! 
When will advertisers realize 
the only thing they have to sell is 
believability! Who fails in being 
believable, fails the cause of ad- 
vertising. 
A. R. Torte, 
Manager, Advertising and In- 
dustrial Press Department, Al- 
lis Chalmers Mfg. Co., Mil- 
waukee 


Wants as Much of Woolf's 
‘Salesense’ as Possible 

To the Editor: I am among those 
who are avid readers of your series 
of articles by James D. Woolf, and 
feel that they are invaluable to 
anyone desiring to sharpen his 
copywriting ability. 

I know others who share this 
opinion, and we think AA would 
do well to print as much of Jim's 
stuff as is possible. 

Ropert W. McLaren, 
Chicago. 


Paper Makes a Fair Try 

To the Editor: This full page 
NBC ad (AA, Sept. 17) leaves 
much to be desired if “PEOPLE 
sell better than paper...” 

Why doesn’t NBC trust its story 
to the airwaves and let the “PEO- 
PLE” sell us? 

Rosert E. Porrer Jr., 

Account Executive, Buchanan 


& Co., Chicago. 
7 7 e 
Reader's Right 
To the Editor: “Senators Dis- 


play Their Ignorance’—and may- 
be ADVERTISING AGE, Sept. 24—too! 

“As Senate banking and curren- 
cy Chairman Burnet Maybank (D., 
S. C.) announced the vote, Sen 
Capehart (D., Ind.) said...” 

Mr. Capehart isn’t going to like 
this! 

L. E. BAKER, 
Advertising, Goshen Rubber 
Co., Goshen, Ind. 


Texas’ Coastal Bend is a little 
disappointed in its cotton crop this year. 


A drouth kept us from getting the record 


'New Englander Reports 
To the Editor: Before marke: 
| analysts add it too confidingly t 

their anthologies, I advise further 
examination into the statement, b: 
| your correspondent from Brooklyn 
that “in New England 
‘lager’ if you want beer.” 

I have spent a lifetime in New 
England without ever calling bee 
“lager” or hearing it called sco 
even by members of our compara- 
tively few German communities 

Owners and operators of Radio Station WHAS and Television Station WHAS-TV It is true that a good deal of ale 
364,123 DAILY * 293,426 SUNDAY is consumed here; nevertheless 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY beer is called beer practically uni- 
versally, and the use of “lager” | 


* SS 


" Ghe Courier-Journal _ 


you say 


breaker we hoped for. But 

it's still better than last 
year—over 100,000 bales, 
worth over $17,500,000. Right 
good pickin's after all! 


CORPUS CHRISTI, TEXAS 


CIRCULATION OVER 77,000 ABC 


Represented nationally by 
TEXAS QUALITY NEWSPAPER NETWORK, Dallas, Chicago, New York 
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20 Advertisers 
Win Cleveland 
Adclub Awards 


CLEVELAND, Oct. 2—Twenty com- 
panies whose Cleveland-prepared 
advertising showed the greatest 
net results have captured 1951 Per- 
formance Awards sponsored by 
the Cleveland Advertising Club. 

Winners will receive plaques, 
and their agencies will be publicly 
cited, at the club’s annual awards 
luncheon Oct, 31. 

This marks the third year in 
which the club has made the 
awards, and the greatest number 
of winners yet selected. The idea 
behind the competition, as in pre- 
vious years, was to set up and en- 
courage “yardstick” measuremen 
of advertising—measuring the ef- 
fort and money expended against 
the return from the advertise- 
ments. 


1951 


es Five judges who announced the 
winners said: “We make no apol- 
ogy for the large number. On the, 
contrary, we are pleased that the 
caliber of the entries was so out- 
standing that it was difficult to 
keep the majority of the entries out 
of the winning circle.” 

Members of the judging commit- 
tee were Dean G. Rowland Collins 
of New York University; S. R. 
Bernstein, editor of ADVERTISING 
Ace, Chicago; Paul Penfield, ad- 
vertising director of Detroit Edi- 
son Co.; Reed Schreiner, advertis- 
ing director, United States Steel 
Corp., Pittsburgh, and David 
Buchanan, advertising manager of 
Goodyear Tire & Rubber Co. 
Akron. 

Commending the Cleveland Ad- 
vertising Club on the project, the 
judging group said: “Advertising 
is placed in its true light as a tool 
of business, and in which merit 
is measured by matching results 
with objectives rather than on 
such technical details as the art- 
work, layout, typography and sim- 
ilar internal phases of advertising.” 


e Winners of the Cleveland com- 
petition (with the product adver- 
tised and the participating agency) 
were listed as follows: 

Aluminum Co. of America; Alcoa Pipe: 
Fuller & Smith & Ross. Second Federal 
Savings & Loan Assn.; loan service on 

F 


owner built homes; no agency. B 
Goodrich Co.; garden hose; Griswold- 
Eshleman Co. Warner & Swasey Co.; 


textile machinery; Griswold-Eshleman 
General Electric Supply Co.; G. E. clock 
radios; Lang, Fisher & Stashower. World 
Publishing Co.; book club; Lang, Fisher 

Brewing Corp. of America; Carling 
Black Label beer; Lang, Fisher. Crom- 
well-Crooks Co.; mailing service; Fred 
Gymer. Morgan Steel Products Co.; steel 
fabricators; Bing & Haas. Standard Oil 
Co. (Ohio); X-Tane gasoline; McCann- 
Erickson. Westinghouse Electric Corp 
LifeLine motor starter; F&S&R. Sherwin- 
Williams Co.; Super-Kemtone; F&S&R 
Central National Bank; branch banks; 
F&S&R 

Libby-Owens-Ford Co.; Thermopane; 
F&S&R. Nickel Plate Road; passenger 
service; F&S&R. General Electric Co 
Lamp Division; lamp bulbs; Batten, Bar- 
ton, Durstine & Osborn. Cleveland Base- 
ball Corp.; 1951 ticket sale; Lang, Fisher 
Ohio Ballbearing Co.. bearings and allied 
products; C. A. Kaiser & Associates. Far- 
val Corp.; Farval spray valves; Griswold- 
Eshleman Ritmor Sports Wear Co.; 
Robbie Brooks Jr. fashions; Stern & War- 
ren 


Curtis Backs News Series 


“Keep Posted,” a new Martha 
Rountree-Lawrence Spivak cur- 
rent events series, will premier 
over DuMont Oct. 9 at 8:30 p.m., 
EST, under the sponsorship of 
Curtis Publishing Co., Philadel- 
phia. Batten, Barton, Durstine & 
Osborn, New York, handles this 
account. 


Ronson Signs Radio Drama 

Ronson Art Metal Works, New- 
ark (Grey Advertising Agency), 
has signed a new radio dramatic 
series, “Hollywood Stars on Stage,” 
over ABC starting Oct. 7 at 9:30 
p.m., EST 


FAITHFUL ADVERTISER—Everybody concerned looks happy as National Brewing 
Co. signs renewal for third year’s sponsorship of 13'2 hours weekly over WMAR- 
TV, Baltimore. Left to right: (standing) John J. Snyder, v.p., Owen & Chappell; 
Earnest A. Lang, commercial manager, WMAR-TV; (seated) David Hole Halpren, 
radio-TV director, Owen & Chappell; E. K. Jett, v.p.. WMAR-TV; and Norman S$ 
Almony, manager of advertising and sales promotion, National Brewing Co 


Stone Joins Chernow Co. 

Charles Stone has joined Cher- 
now Co., New York, as an account 
executive. He was formerly direc- 
tor of advertising and sales 
motion for Third Dimension 
vertising & Wonder Art, 
York 


pre - 
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Pennsy RR Elects Champlin 


Ralph C. Champlin, tormerly 
public relations director of Ethyl 
Corp., has been elected v.p. in 


charge of public relations of the 
Pennsylvania Railroad, Philadel- 
phia. The appointment is effective 
Oct, 15 


CROCKERY & 
GLASS 
JOURNAL 


The only trade 
magazine in the field 
with ABC PAID 
coverage. No. 1 in 
pages of advertising... 
No. 1 in number of 


advertisers. 


Specialized TRADE PUBLICATIONS 


1170 Broadway, se me ee 


MU 3-8700 


City in family income 


Detroit families have the highest average money income among residents of 


the 25 largest U. S. Cities.* Median income for Detroit families was $4,023. 
But that’s not all. 1948's Census of Manufactures showed Detroit’s annual 
industrial wage of $3,116 was the nation’s highest, and the average family 
income in Detroit today is around $6,200. All of which makes this market's 
769,000 families quite without equal in buying capability. 


@ To reach the best of this market, use Detroit's only 


ing newspaper... 


morning and fastest growing; America’s most interest- 


°1950 U. S. Census 
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Promotes Donald Brundage 

Donald J. Brundage, co-man- 
ager of the production dept. of 
Tucker Wayne & Co., Atlanta, has 
been boosted to assistant v. p. of 
the agency 


Bratsberg to Rarig Pix 

Harold Bratsberg, formerly 
with KING-TV, Seattle, has joined 
the staff of Rarig Motion Pictures, 
Seattle 


Florida Citrus Budget Boosted $300,000 


LAKELAND, F.a., Oct. 4—The 
Florida Citrus Commission yester- 
day boosted its advertising budget 
for the new crop by $306,000 and 
at the same time filled its three- 
months-vacant advertising direc- 
tor’s post by elevating Ralph M. 
Henry to the position 

Mr. Henry, with the commission 
nine years and supervisor of the 


for 


merchandising division the 
past several years, had been serv- 
ing as the acting ad director since 
the resignation of Dawson L. New- 
ton in June. 

Faced with another bumper ci- 
trus crop in 1951-52, the commis- 
sion voted yesterday to make avail- 
able $2,300,000 for consumer ad- 
vertising, instead of the $2,000,- 


for 15 years... 


New Orleans Public Serv- 
ice has used a full run of 
ear cards consistently for 
15 years. 

Include Transportation 
Advertising in your plans 
for New Orleans. 


Transportation 
Advertisers, Inc. 


Richards Building 
New Orleans 12, La. 


(un 


000 approved earlier. J. Walter 
Thompson Co. representatives said 
this increase would permit addi- 
tion of Ladies’ Home Journal to 
the magazine schedule already oc- 
cupied by Life and The Saturday 
Evening Post and would provide 
additional newspaper space and 
radio-TV time. 


Two Recalled by Marines 

Roger Rice, sales manager of 
KING, Seattle, and president of 
the Advertising and Sales Club 
of Seattle for the coming year, and 
Frank Horsley, account executive 
with Pacific National Advertising 
Agency, Seattle, have been re- 
called to active duty in the U. S. 
Marine Corps. Both hold the rank 
of captain. 


Direct Mail Volume Up 

The dollar volume of direct mail 
advertising in the U. S. during the 
first eight months of 1951 was 
$691,544,626, according to the Di- 
rect Mail Advertising Assn. This 
represents a gain of 14% over the 
corresponding 1950 figure. 


In 


Northern California 


MORE PEOPLE LISTEN — more often —to KNBC 
than to any other radio station 


KNBC’s 50,000 watt Non-Directional transmitter 
reaches all the markets of Northern California... 


KNBC has the biggest and most loyal audience in 
the San Franciseo-Oakland Metropolitan Market — the 


seventh largest, fastest-growing major market in America. 


And as a plus, ANBC penetrates all the rich, fast-growing markets 
Northern 
Modesto, Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey, 
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. 


throughout 


ONLY KNBEC can reach all these markets — in one, big 
economical package. KNBC sales reps will show you how... 


KNBC delivers MORE PEOPLE (in one pack- 


California. PLUS MARKETS 


like 


Stockton- 


PLUS-Market Case History 
Ukiah-Mendocino County 
© Population — 40,596, an increase of 45.7% 
from 1940 to 1950 
® Effective Buying Income * — $49,178,000, an 


increase of 180.9% 


® Retail Sales* — $36,056,000, up 219.6% 


® KNBC Audience — week after week, over 


4/5 of the radio families in this market 


age!)—at LESS COST per thousand —than any 


other advertising medium in Northern California. 


50,000 Watts — 680 K.C. 


San Francisco 


listen regularly to KNBC 


* Soles Management's 1951 Survey of Buying Power 


Northern California's NO. 1 Advertising Medium 


Represented by NBC Spot Sales 
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youll love 
the 
10,000 
bargains 


~~‘, te? 


EYECATCHER—This page ad promoting 

a 54th anniversary sale of Hess Bros., 

Allentown, Pa., department store, ran in 
the Philadelphia Inquirer Sept. 30 


1951 Expenditures 
for Capital Goods 
Near $25.5 Billion 


New York, Oct. 3 
penditures by American industry 
in 1951 may be as high as $25.5 
billion, or $3.6 billion above the 
estimates made last year, accord- 
ing to the National Industrial Con- 
ference Board. The group also 
notes that the larger part of pres- 
ent expansion can be utilized for 
peacetime as well as wartime use 

For the first three quarters, an- 
ticipated capital expenditures are 
put at nearly $18 billion, or about 
as much as was spent during all of 
1949, according to estimates of the 
Commerce Department's securities 
and exchange commission. 

Two shortages are currently 
slowing up capital goods output, 
and consequently, rearmament 
One is the shortage of engineers, 
designers and draftsmen “who 
know how to equip and tool plants 
for manufacturing defense prod- 


Capital ex- 


ucts on a quantity production 
basis.” 
The second bottleneck can be 


seen in the small rise of machine 
tool shipments relative to new or- 
ders. Factors responsible for this, 
according to the industry, are un- 
realistic price ceilings and a 
shortage of skilled personnel. 


Eastman Slates Package Ad 

Eastman Kodak Co., Rochester. 
is offering a “package type” ad- 
vertising program for the nation’s 
photofinishers. Finishers who par- 
ticipate will receive, at regular 
intervals, window and counter dis- 
play cards, stuffers, streamers, 
stickers and many other sales 
building aids as well as a “what 
to do” calendar for use of the 
material. 


Peter Storer to W/JBK 

Peter Storer, son of George B 
Storer, owner of the parent Fort 
Industry Co., has been named pub- 
lic service director of WJBK and 
WJBK-TV, Detroit. He will also 
work with the University of De- 
troit, Wayne University and Mich- 
igan State College on presentation 
of educational television programs 


Ethyl Boosts Boudreau 


James E. Boudreau, sales man- 
ager in charge of marketing serv- 
ices, has been promoted to director 
of public relations of Ethyl Corp.. 
New York, succeeding Ralph C 
Champlin, who resigned to become 
a v.p. of Pennsylvania Railroad Co 


Ida Kehl Joins Vick Knight 

Ida Kehl, formerly production 
assistant to the publisher of 
Architectural Digest, has been ap- 
pointed director of graphic arts 
for Vick Knight Inc., Los An- 
geles agency. 


Hayward-Larkin Moves 

Hayward-Larkin, Spokane out- 
door advertising concern, has 
moved into its new plant at 1015 
E. Cataldo St 
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NPA Will Let Manufacturers Concentrate 
Production on Most Salable Products 


WASHINGTON, Oct. 4— In an ef- 
fort to ease the problems of con- 
sumer durables manufacturers in 
the face of a shrinking supply of 
steel, copper and aluminum, the 
Nationa! Production Authority 
agreed this week to permit indi- 
vidual companies to concentrate 
their production on items they 
consider most salable. 

Under the revised form of its 
consumer durables control order 
—M-47b—NPA holds that a man-,| 
ufacturer may use his allotment 
of materials for any appliance he 
made within the past two years. 
Previously, companies were re- 
quired to continue production of 
virtually their entire line of ap-| 
pliances. 

At meetings with various appli- 
ance producers in the past few 
days, NPA revealed that further 
curtailments of materials, partic- | 
ularly copper, are inevitable dur- 
ing 1952. NPA _ chief Manly! 
Fleischmann warned that no im- 
provement in the supply of cop- 
per can be anticipated in either 
the second or third quarter of the 
year. 


es NPA revealed that household | 
appliance producers are being held | 
to 56% of the amount of carbon 
steel they used in first half of 1950, 
45% of the copper and 35% of the | 
aluminum. Further curtailment of | 
all three materials is anticipated | 
in January. | 

NPA also pointed out that—/| 
thanks to a supplemental allot-| 
ment—household appliance _in- 
dustries are getting 35% of their 
base period use of chrome stain- | 
less steel. Originally, the appli- 
ance group was to have only 25% | 
of its base use. An improvement | 
in supplies of chrome stainless | 
steel strip is anticipated in Jan- 
uary. 

Appliance’ producers’ were 
warned to find substitutes for cop- 
per wherever possible, as NPA is 
in the process of writing conserva- | 
tion orders which will prohibit 
copper where other materials can 
be used. During the past few days, 
NPA has also been putting finish- 
ing touches on a rash of orders 
standardizing industrial compo- | 
nents, and eliminating copper 
from fittings and parts. 

| 
@ With the household appliance 
industry entering the period of 
most serious pinch, it is impossible | 
to get a prediction here as to| 
whether certain appliances will | 
disappear from the market. Pre-, 
sumably, of course, the new “flex- 
ibility” provision of the consumer | 
durables order will assure con- 
tinued production of some appli-| 
ances—probably the most prof- 
itable ones—but less profitable 
items may disappear. 

NPA expressed confidence that 
the household refrigerator indus- 
try has sufficient inventory to car- 
ry it through the tight period | 
ahead. According to industry 
members, inventories in the hands 
of factories and_ distributors 
amounted to 1,085,022 units on 
June 30, compared with 579,000 a 
year ago. 

On the other 


hand, the home 


Build Volume 
at LOWER 
SALES COST 


Deor-to door Selling—bet 
ter known os DIRECT 
SELLING — is building 
giant volume avickly for 
mony moanvfocturers " 
may be your onswer to 
oresent doy complex soles 
problems. Direct Selling is 
tulty explained in fascinot- 
ing booklet—moiled FREE. 
Please write on your let 
ternead 


OPPORTUNITY MAGAZINE 


28 E. Jockson Bivd. 
Dept. A87, Chicago 4, Ii. 


|New York market. 


laundry equipment industry 
warned that its inventories are at 
the lowest point since the out- 
break of Korean hostilities. Its pro- 
duction during the fourth quarter 
1951 is at a rate of 2,300,000 units, 
compared with 3,300,000 units in 
1950 and an industry estimate of a 
minimum requirement of 2,971,- 
000 units annually. 

At the same time, Radio & Tele- 
vision Manufacturers Assn. re- 
ported TV production in August 
down to 146,705 units, compared 
with 645,716 units in January. Ra- 


dio production was 295,587, 
against 750,289 in January. 
Nu-Pax Will Launch 
Heavy Radio-TV Drive 

Somnyl Pharmacal Corp. of 
America, New York, will use a 


heavy radio-television schedule to 
introduce Nu-Pax, the non-pre- 
scription requiring sedative, to the 
Participations 
on several programs over WNBC 


i : es a ait 


and WNBT will start this month, 
plugging the theme, “relax with 
Nu-Pax.” 

Broadcast copy will be supple- 
mented by car card and coopera- 
tive newspaper ads. The drive is 
budgeted for approximately $5,000 
weekly. Emil Mogul Co. services 
this account. 


Crosby Renames TV Series 

Bing Crosby Enterprises, pro- 
ducer of “Fireside Theater” tele- 
vision films, has renamed the ser- 
ies “Coronet Theater Productions” 
and will produce 44 half-hour 
films under this title. Coronet is 
prepared to deliver from one to 
two years of films on a weekly 
program basis. 


KTSL Changes to KNXT 
Columbia Broadcasting System 
has announced the change of call 
letters for KTSL, Los Angeles, to 
KNXT, effective late in October. 


KPMO Names Walter Seidler 

Walter Seidler, recently resigned 
manager of KOCS, Ontario, Cal., 
has been named station manager 
of KPMO, Pomona, Cal 


NBC-TV Names McAvity 

Thomas A. McAvity, previously 
of Columbia Broadcasting System, 
New York, has been appointed di- 
rector of talent and program pro- 
curement for NBC-TV, New York. 
He succeeds Carl M. Stanton, new- 
ly appointed director of commer- 
cial program planning. 


Names Mrs. H. B. Miller 


Mrs. Harriet B. Miller has been 
named business manager and as- 
sociate publisher of Church Prop- 
erty Administration, published by 
Administration Publishers Co., 
Greenwich, -Conn. Mrs. Dorothy 
Kelley has been named circula- 
tion director. 


if it’s a 
HAIRE 


it’s “TOPS in its 


LINENS & 
DOMESTICS 


The only trade magazine 
in this $775,000,000 
field. The friend and 
authority with thorough 
coast to coast 

ABC PAID coverage. 


Specialized TRADE PUBLICATIONS 


1170 Broadway,N.Y.1, * 


MU 3-8700 


EDITOR 


Our national organization has been working for several years to find out 


what the newspapers require for best R.O.P. Color results. This field study of 
newspapers’ mechanical requirements, led to the development of the Bista 
Pre-Madeready mat, exclusive with Lake Shore. Many big name national 
advertisers, who use extensive newspaper color releases, have found that 
they can get sharp, clean color results ov/y with Bista mats. Bista 


Pre-Madeready mats are fully protected by U. S. patents. 


*Run-of-paper 


1224 WEST VAN BUREN STREET - CHICAGO 7, ILLINOIS 


Complete informa- 
tion on the 500 
daily newspopers 
that now print 
R.0.P. Color, to- 
gether with tear 
sheets that 
prove Bista 
superiority 


Uo nang (556 downbells 


LAKE SHORE joni. | Co. 
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Chlorodeni, Tested in 


Three Cities, 


Will Be Introduced in 75 Cities Oct. 15 


New York, Oct. 4—A “multi- 
million dollar” ad campaign will 
be used to push Chlorodent, a new 
green toothpaste with a chlorophyll 
base, which the Pepsodent divi- 
sion of Lever Bros. Co. started 
distributing Monday (AA, Sept. 
24). 

The ad drive will begin on Mon- 
day, Oct. 15, with two-color news- 
paper insertions and radio spots in 
75 cities. National advertising and 
widening newspaper coverage will 
be used “as fast as the product is 
distributed.” J. Walter Thompson 
Co. is the agency. 

“The introduction of Chloro- 
dent,” said Charles T. Lipscomb 
Jr., president of Pepsodent, “will 
be backed by the biggest adver- 
tising budget ever put behind a 
new dentifrice. This multi-million 
dollar campaign is designed to tell 
the public what Chlorodent is and 
what it will do for them. 


“We are going to give dealers 
the maximum amount of local 
newspaper and radio support and 
all other types of merchandising 
aids because the results of our 
rigid testing in selected markets 
convinces us that Chlorodent will 
become a major demand item as 
fast as retailers can stock it.” 

The new mint-flavored denti- 
frice “will for the first time in his- 
tory enable a person to achieve 
total mouth hygiene by brushing 
the teeth,” it was said. Laboratory 
tests “show that it reduces the 
acids in the mouth which cause 
tooth decay, promotes healthy 
gums, and gives day-long breath 
protection.” 


se Chlorodent was tested in Port- 
land, Me.; San Diego; Columbus, 
O., and Winston-Salem, N. C. Or- 
iginally introduced in drug stores 
only, “consumer demand forced it 


; IN THESE MARKETS 
it's A. M. 


© MORNING & EVENING 


Yes, and for A.M. radio in these markets — 
“SPOT” the call-letters as listed here! 


Represented Nationally by 
JOHN E. PEARSON CO. 


4WESTERN 


PUBLISHING CO. 


of. Southwest Times-Record, Fort Smith, 


sas; Examiner-Enterprise, Bartlesville, Okla- 
a; and The Daily Times, Okmulgee, Oklahoma. 


SMILES—This giant blowup of introductory newspaper copy for Chlorodent brings 

a smile to the face of Charles T. Lipscomb, president of Pepsodent division of Lever 

Bros. Co. The green toothpaste will get “biggest ad budget ever put behind a 
new dentifrice.” 


into supermarkets in all test 
areas.” 
Pepsodent decided to go na- 


tional with the dentifrice and give 
it a record ad budget when, within 
a few months, “it had moved up 
among the leaders in all test cities 
and in some it had hit second 
place in brand sales. With 
short time that the new dentifrice 
had been on sale in all four cities, 
surveys showed that a surprising- 
ly large per cent of the chlorophyll 
toothpaste users had already re- 
purchased it.” 


Independent Publishers Elect 


James C. Donnelly of Inter-City 
News Distributing Agency, Glen- 


dale, Cal., has been named chair-|! 


man of the Bureau of Independent 
Publishers & Distributors. Allan 
M. Adams, secretary of Fawcett 
Publications, Greenwich, Conn., 
has been elected co-chairman. A 
budget of $116,000 has been voted 
for 1952 to pay for dealer educa- 
tion brochures, trade convention 
booths, movie slides and other ad- 
vertising. 


General Switch to Gerngross 


General Switch Corp. New 
York, has appointed H. O. Gern- 
gross & Co. as agency. Aitkin-Ky- 
nett Co. is the previous agency. 


the | 


P&T Sets Decanter Ads 


Park & Tilford Distillers Corp.., 
New York, has begun its special 
consumer campaign for Park & 
Tilford Private Stock whisky in 
a gift decanter. Copy highlights the 
fact that the gift decanter sells for 
the same price as the regular 
round bottle. Running through the 
holiday season, insertions are 
scheduled at frequent intervals, 
ranging from 300 to 800 lines, in 
50 metropolitan newspapers, plus 
color bleed pages in Cue, Esquire, 
Fortune, Newsweek, The New 
Yorker, Social Spectator and Time. 
Storm & Klein, New York, is the 
agency. 


Drew Names Bishop Sales V. P. 

Robert H. Bishop, formerly with 
Sylvania Electric Products Inc., 
has been named v. p. in charge of 
sales of E. F. Drew & Co., New 
York manufacturer of edible fats 
and _ shortenings. He _ succeeds 
George H. Kent, who has been 
named executive v. p. of the com- 
pany. 


Portland Punch Plans Drive 


Portland Punch, Portland, Ore., | 


is using direct mail for its new 
six-bottle Christmas gift pack. 
Nelson, Carvel & Powell Adver- 
tising Agency, Portland, is the 
agency. 
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Cone, Duffy, Agha, 
Gamble, Brewer on 
Four A’s Program 


Cuicaco, Oct. 2—Fairfax M. 
Cone, president of Foote, Cone & 
Belding, will do a second version 
of his successful “Campaigns I 
Wish I Had Prepared” address at 
the annual session of the central 
council of the American Assn. of 
Advertising Agencies here Oct. 25 
and 26. 

Ben Duffy, president of Batten, 
Barton, Durstine & Osborn, and 
Walter Craig, v.p. of Benton & 
Bowles, will present a duolog on 
television at the Friday session. 
Robert Lang, director of Radio 
Free Europe, is the featured lunch- 
eon speaker. 

Others on the two-day program 
include Frederic Gamble, presi- 
dent of the Four A’s; Louis N. 
Brockway, executive v. p. of Young 
& Rubicam; Bruce B. Brewer, head 
of the Kansas City agency bear- 
ing his name; Lowe Runkle, presi- 
dent of the Lowe Runkle Co., Okla- 
homa City; M. F. Agha, consulting 
art director and graphic arts spe- 
cialist; Marjorie Husted of BBDO, 
Minneapolis, and Ann Gaspard of 


| J. Walter Thompson Co., Chicago, 


who will show the film, “You Be- 
long in Advertising.” 

The first day of the meeting will 
be devoted to management meet- 
ings on such subjects as personnel, 
methods of charging, cost account- 
ing practices, legal aspects of agen- 
cy operations. Floor discussions 
and talks by Four A's headquar- 


| ter representatives and committee 


chairmen also are on the agenda. 


| Seabrook Adds Television 


Seabrook Farms Co., Bridgeton, 
N. J., frozen foods packer, has 
added television advertising to its 


|media list. Weekly participations 
}are running on at least one day- 
| time show in every TV station in 


New York, Philadelphia and Bal- 
timore. Four-hundred-line news- 
paper ads also are being run in 
these cities. The organization is 
continuing with radio and newspa- 
pers in the rest of its market. Hil- 
ton & Riggio, New York, is the 
agency. 


NARTB Praises Thomas Tighe 


The National Assn. of Radio & 
Television Broadcasters has con- 
gratulated Thomas B. Tighe, man- 
ager of WJLK, Asbury Park, N. J., 
radio outlet, for winning a court 
fight for the right to broadcast 
a public hearing held by the As- 
bury Park city council. 


DON’T LET 
ANYBODY KID YOU 


there’s no substitute, absolutely no substitute for 


- THE GARY POST-TRIBUN 


Gary’s only newspaper 


for delivering your advertising with sales-producing impact in the 
Gary Metropolitan Trading Area. 


More than twice the effective coverage of all Chicago dailies com- 
: bined in this area, and no other medium even approaches our audi- 
ence and local level influence in this market. 


GARY 


Metropolis of indiana Industry 
Second City in the State 
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IN COMFORT—Discussing a feature for Sunset Magazine in the office of Publisher 
L. W. Lane at the new home of Lane Publishing are, |. to r., Mr. Lane, Walter Doty, 
editor of Sunset, and Proctor Meliquist, managing editor. 


‘Sunset Magazine’ 
Moves to $500,000 
Ranch-Home Offices 


MENLO Park, CAt., Oct. 3—Sun- 
set Magazine has taken a tip from 
its own editorial pages and moved 
into unusual new offices patterned 
after a typical western § ranch 
house. 

The $500,000 “home” covers 30,- 
000° of a seven-acre site some 30 
miles from San Francisco, and in- 
corporates many of the building 
features that Sunset has stressed 
in its “how-to-do-it” articles on 
building, gardening and western 
living. 

Some of the features enjoyed by 


I 
: 
- 
{ 
RELAXATION—Staff members of Lone ; ; 3 
Publishing gather in this attractive patio 
during lunch hour and ccffee breaks. YY 
Me 
the 100 employes of Sunset Maga- Ny 
zine and Sunset Books (both pub- 
lished by Lane Publishing Co.) ° 


include: 

1. A high-roofed outdoor barbe- 
cue, with radiant heated tile floor. 

2. A large, landscaped patio, sep- 
arated from the editor’s offices by 
translucent glass partitions and 
walls. . 

3. Four acres of lawn, which will 
contain both formal gardens and 


—_ 
f 


gardens devoted to growing flow- 
ers and shrubs found all along the 


Pacific coastal areas. 

4. Placement of offices so that 
creative quarters are removed 
from street noises and _ traffic, 
while functional departments have 
easy access to the driveway and 
streets. 


e Commenting on why Sunset 
moved to the country, L. W. Lane, 
publisher, said: 

“Here we can work in an at- 
mosphere related to the things we 
write about—gardening, cooking, 
western home styling. We have 
freed ourselves of the pressures of 
metropolitan living and working 
conditions. That means we'll get 
along better, think straighter, and 
be happier doing our interpretive 
job.” 

Sunset circulation currently 
stands at 500,000, and estimated 
ad revenue for 1951 is more than 
$2,500,000—a far cry from the $71,- 
822 deficit shown by the magazine 
during 1928, Mr. Lane's first year 
as publisher. 


Brantford Adclub Elects 

Ivan Thacker, assistant manager 
of T. Eaton Co., Brantford, Ont., 
has been elected president of the 
Advertising and Sales Club of 
Brantford. Other officers elected 


are: Norman Marshall of Norman 
C. Marshall Advertising, v. p.; G. 
Ernest Hester of Brantford Wash- 
ing Machines Ltd., secretary, and 
Albert E. Austin of Charlie Smyth 
Ltd., treasurer. 
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NOTION & 
NOVELTY REVIEW 


The only publication in this 
field with ABC paid 
circulation. FIRST in volume 
of advertising... FIRST in 
number of advertisers... 
FIRST in coast to coast ABC 
PAID retailer coverage. 


Specialized TRADE PUBLICATIONS 


1170 Broadway,N.Y.1, « 
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Ve letterhead, LYO™ youll, find 
in Yfeces adhere decisions count / 


COCKLETONE BOND 


"STIMULATOR 
7 Men who take true pride in the 
efficiency of 


all the qualities they have wanted 


their business  or- .. clear whiteness, lively crackle, 


ganization are particular about the the “heavy” quality feel. We invite 


S-T-R-E-T-C-H-I-N-G letterhead paper that represents you to examine Cockletone Bond 
UBBE them. Today more and more such and consider appointing it your 
Re executives find in Cockletone Bond business representative. 
ADVERTISING 
DOLLARS You can obtain business printing on Hammermill papers wherever you see this = 
shield on a print shop window. Let it be your assurance of quality printing. weer Tian, 


it is ACTION! DRAMATIC! EXCITING! 
it's ao RIOT! NOTHING LIKE IT FOR— 
* CONVENTIONS * COUNTY and 
STATE FAIRS * SPECIAL ADVERTIS- 
ING DEALS * DIRECT MAIL and 
DEALER TIE-IN ADVERTISING 

Rubber Money has no equa!—wNot only yells 
your Advertising message but actually ‘‘DEM- 
ONSTRATES” it in a novel way your pros- 

will understand. “Seve Money’’— 
“STRETCH DOLLARS is co must for all 
buyers. ‘Rubber Money’ strikes home in o 
very unusuol, effective and inexpensive way. 
Never foils to create “‘Good Will’* for soles- 
men and deciers—in foct RUBBER BUCKS cre 
TOPS in low cost advertising. Write, wire or 
phone for somples ond prices. No obligation 


H. MEINHARDT & CO., Inc. Dept. AA-10 
4218 LINCOLN AVE. = CHICAGO 18, ILL. 


SEND THIS COUPON NOW for the 1951 Cockletone Bond 
Packet of Impressive Letterheads. We'll include a sample 


book of Cockletone Bond. There's no obligation. 


Hammermil! Paper Company, 1459 East Lake Road, Erie 6, Pennsylvania. 


Name 


Position 


(Please attach to. or write on, your business letterhead. ) 


Cockletone 
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Sponsor Probes 
RED CHANNELS 


Radio-TV Magazine Reports On 
Menace of Air ““Kangaroo Court” 


ARE AMERICAN ADVERTISERS 
BEING BLACKMAILED? 


What's behind the organization a 
General Foods spokesman called a 
“kangaroo court’? Who supports it? 
Is its influence rising? 


This exclusive SPONSOR feature 
starts in the current issue (out Oct. 
8). No advertiser or agency man con- 


cerned with the future of the radio-TV 
industry can afford to miss it. 


If you are not already a subscriber to 
“the use magazine for radio and TV 
advertisers,” write or phone today. 
Subscription $8 a year—26_ issues. 


Local offices in Chicago and Los 
Angeles. 
SPONSOR: 510 Madison Avenue 


New York City (MUrray Hill 8-2772) 


NBC-TV Buys Trendex 
Video Program Ratings 

National Broadcasting Co. has 
subscribed to the TV program pop- 
ularity reports of Trendex, New 
York. These reports, issued on the 
15th of each month, will be based 
on telephone coincidental inter- 
viewing conducted the first week 
of the month in Atlanta, Balti- 
more, Chicago, Cincinnati, Cleve- 
land, Columbus, Detroit, New 
York, Philadelphia and Washing- 
ton, all of which have three or 
more video stations. 

The new Trendex report is “de- 
signed to eliminate the significant 
variable of network size and its 
effect on resultant program rat- 
ings, by restricting its scope to 
those major markets where the 
majority of all network programs 
can be seen with equal facility.” 


CBS-AM Opens Oftice 

CBS Radio Division has re- 
established a West Coast station 
relations office in Los Angeles to 
be headed by Ole G. Morby, as- 
sistant sales manager of the Co- 
lumbia Pacific Network. 
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ly important subjects as: 


FINANCE, with its problems of accounting, financing, investment 


and tax management. 


PRODUCTION, with emphasis on new methods and machines to 
reduce costs and increase production. 


RESEARCH, with special attention to efforts to develop new crops 


fertilizers and pest controls 


HUMAN RELATIONS, with its four-fold problem of public relations 


Send for PILOT ISSUE of 


| Terian 


ANAGEMENT 


...An Entirely New Type of Farm Magazine built 
expressly for the 25,000 big scale farmers of the 
Pacific Slope who look upon farming as a business 
rather than a way of living. 


..@ bi-monthly business type 
publication designed to cover 
every major department of busi- 
ness management for the 25,000 big scale farmers in the 7 
Western States with a minimum investment of $50,000 in 
farm machinery and equipment. 


western farming operations . . . 
the business farmers whose av- 
erage per farm is: 3.37 wheel tractors * 1.47 crawler trac 
tors * 2.00 heavy trucks * 2.57 light trucks * 2.93 pumps * 
129.67 tons of commercial fertilizer 


scale Western farmers with the 
latest information on such high 


_will reach the top 1/3 of 


_ will serve these 25,000 big 


employee relations, community relations and governnent relations 


MARKETING, with its multiple interests in packaging, transporta 
warehousing, sales promotion and advertising 


tron 


For copy of the Pilot Issue, brochure, circulotion stotement and complete 
information, contact any of the following 


HERMAN C. SCHIMPFF, Advertising Manager 
CROW PUBLICATIONS, INC. 


4511 Produce Plaza 


| 
| 
PECK & BILLINGSLEA 
185 N. Wabosh Ave 
Chicago |, til 


McDONALD-THOMPSON 


625 Market St 
| San Francisco, Calif 


Terminal Sales Bidg., 1118 Odeons Drive 
| Seattie 1, Wash Dollos 1, Texas 


los Angeles 58, Calif. 


BILLINGSLEA & FICKE 
420 Lexington Ave 
New York 17, N Y 


3727 W. Sixth St 
Los Angeles 5, Calif 
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AUGUST GAINS~—Media Records’ 
all classifications except general, 


August 


newspaper linage figures show gains in 


which, for the fourth straight month, is on the 


minus side. Leader in the August gains was classified, up 13.1%. Total advertising 
for the month registered a gain of 3.2%. 


Radio Audiences Can Choose Between 
New Radio Dollars or Auctionbucks 


Hartrorp, Oct. 2—A_ former 
Connecticut newspaper man has 
come up with an idea for a new 
kind of radio giveaway which, he 
freely predicts, may well sweep 
the country. 

Henry F. Auger, until mid-Sep- 
tember a member of the Bridgeport 
Post and Telegram editorial staff, 
| has coined a new word, “Auction- 
| bucks,” for a radio auction in 
which, according to the originator, 
“everyone wins.” 

His idea, in brief: Periodically, 
a list of merchandise items is put 
up at auction over the air by the 
sponsoring radio station. Any list- 
|ener may telephone in a bid. No 
bidding is done with cash, how-| 
ever. This is handled with “Auc- | 
tionbucks.” 

The idea is being pioneered! 
through WLIZ, Bridgeport. The} 
first auction is scheduled for Oct 
27 


| 
e Philip Merryman, president of 
| Bridgeport Broadcasting Co., says 
that several hundred merchants 
|are already distributing Auction- | 
| bucks 
“We went for this idea in a big | 
| way,” he comments, “as soon as | 
| we heard of it. It fulfills the very 
| human desire for ‘something for 
nothing.’ The public really gets 
something for nothing; the mer- 
chant gets more business.” 
Incorporation papers have been 
filed in Connecticut for “Auction- 
bucks Ince... capitalized at $50,- 
000 and listing Mr. Merryman 
as president; Mr. Auger as v.p., 
and Manning Slater, WLIZ busi- 
ness Manager, as secretary. 
The first offering on Oct. 27 
will feature a TV set, dinette, sil- 
| verware and other items 


e “Perhaps the outstanding thing 
about Auctionbucks,” according to 
Mr. Auger, “is that it has all the 
elements of a lottery without be- 
ing a lottery, and some of the ele- 
ments of a gamble, and yet it is 
strictly legal because no money 
changes hands.” 

A crew in the field signed up 
151 cooperating merchants in two 


days, Mr. Slater reported. 
“Some _ stores,” he said, “are 
planning special newspaper and 


radio advertising. Some are con- 
templating ‘double auction days.’ 
We're planning to head the third 
or fourth auction with a new auto 
as the top item.” 


B&B Promotes Bottfeld 

Philip M. Bottfeld, assistant 
publicity director of Benton & 
Bowles, New York, has been ap- 
pointed associate director of pub- 
licity. 


WasHINGTON, Oct. 3—Radio sta- 
tions are being issued franchises 
for a merchandising-premium plan, 
Radio Dollars Inc. announced to- 
day. 

Ben Strouse, president of Ra- 
dio Dollars Inc., said that the copy- 
righted plan provides local radio} 
stations with the opportunity to get 
into the premium business and to 
offer nationally advertised premi-| 
ums to their local sponsors. 

Radio Dollars franchises have 
already been granted to WWDC, 
Washington; WARL, Arlington, 
Va.; WITH, Baltimore, and WLEE, | 
Richmond, Va | 


@ Here is how the Radio Dollars 
plan works: 

1. The company franchises one 
radio station in each community 

2. The station franchises its own 


| advertisers at a minimum amount 


of time (determined by the sta- 
tion). 

3. Radio Dollars then supplies 
the advertiser with Radio Dollar 
coupons, catalogs and emblems 
for his place of business 

The coupons range from a “half- 
dollar” to “ten dollars” and are 


} tion 
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given to the customers in the same 
proportion as their purchases. The 
coupons are redeemed by Radio 
Dollars for items such as gas 
ranges, freezers, refrigerators, 
aluminum ware, chinaware, hos- 
iery, electric irons, etc. The se- 
lected item is then forwarded by 
Radio Dollars to the customer in 
return for the required number of 
coupons. 


e 4. The franchised station will 
publicize the items offered as pre- 
miums and the names of the local 
participating advertisers. 

Officers of the company are Ben 
Strouse (president), v.p. and gen- 
eral manager of WWDC, Washing- 
ton; Howard Rudolph (v.p.), 
WITH, Baltimore; Alton White- 
house (secretary-sales manager), 
formerly sales manager of WCUM, 
Cumberland, Md.; Harry H. Hatton 
(treasurer), and Aaron Helman 
(assistant secretary-treasurer), 
both of Home Utilities Co., Balti- 
more and Washington. 

Offices have been opened in 
Washington at 1627 K St. NW and 
in Baltimore at 125 E. Baltimore 
St 


United Airlines Signs Show 


United Airlines has signed to 
sponsor Harry Owens Royal Ha- 
waiians on a half-hour TV show 
over KGO-TV, San Francisco, on 
Sundays. The program, to be pre- 
sented live, is an exact repeat of 
the show appearing over KTLA, 
Los Angeles, on Fridays 


Sloane to ABC, Hollywood 

Norman H. Sloane, formerly as- 
sistant to the manager of KECA- 
TV, Los Angeles, has been named 
coordinator of television produc- 
services for the American 
Broadcasting Co.’s western divi- 
sion in Hollywood. 


I'M LOOKING for 
A SPECIAL JOB... 


-.. in an agency, 
radio, TV, retail 
odv., industrial 
adv., etc., where | 
can place any num- 
ber of top advertis- 
ing men who hove 
filed with me for relocation. Write for 
my free ‘Availability Bulletin’. Numbers 
will represent applicants’ names. Please 
use your company letterhead. Confidential. 

Jeanne, Advertising Personnel 

Placement Div 

1309 S. Detroit, Tulsa, Oklahomo 


You're sure to get readership! 


Want more people to know your 
sales story? Tell it in Parade 
where ads get more readers per 
dollar than the same ads in any 
other magazine. (Starch-proved.) 
And circulation? Parade’s is big- 
ger than Life! 


Put it in 
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mS MON IETIME. j 
USA.. 


ONE-SHOT—This full-page ad by the 

motion picture industry ran Oct. 1 in | 

cities of over 100,000 population, while | 

half pages ran in smaller cities (AA, 
Avg. 27). 


1,548 Daily Papers 
Carry Movies Ad; 
Cost Is $400,000 


New York, Oct. 5—Every daily 
newspaper in the U.S.—1,548 in 
all—this week carried a half- or 
full-page ad aimed at stimulating 
movie box offices. 

The week-long campaign, which 
cost about $400,000, featured 18 
individual motion picture pro- 
ductions currently being released 
The American Newspaper Pub- 
lishers Assn. called the drive the 
largest to be placed in newspapers 
in the past five years. 

The newspaper ads are part of 
an over-all promotion celebrating 
the golden jubilee of the motion 
picture theater (AA, Aug. 27). It 
is being sponsored jointly and paid 
for by the distributor members ot 
the Council of Motion Picture Or- 
ganizations 

Donahue & Coe, New York, han- 
dled the campaign. Present plan 
call for further advertising of a 
similar nature periodically 


Ansco Introducing 
Five New Cameras 


San FrANcisco, Oct. 5—Five new 
cameras were introduced by Ans- 
co, Binghamton, N. Y., at the con- 
vention and trade show of the 
Master Photo Dealers and Finish- 
ers Assn. here 

The cameras—a 35mm. and four 
amateur folding cameras——will be 
promoted via b&w pages in Mini- 
cam, Popular Photography and 
J.S. Camera and will be featured 
with other Ansco products in the 
company’s regular advertising 
(b&w pages) in Collier's, Life, 
Look and The Saturday Evening 
Post. 

About 20 newspapers in 12 major 
cities will also be used, each get- 
ting 1,000-line insertions 

Imported from Germany, the 
new cameras are being made for 
Ansco by the Agfa Camerawork, 
Munich. The cameras were styled 
by Raymond Loewy. 

Biow Co. is the Ansco agency 
Ansco is a division of General Ana- 
line & Film Co 


Chase Brass Names Six 

Chase Brass & Copper Co., 
Waterbury, Conn., has named Mar- 
vin A. Joy, general sales manager 
of the mill and warehouse division, 
as sales service manager. Harry E. 
Gordon has been named assistant 
to Mr. Joy. William A. Amelung, 
at one time sales promotion man- 
ager, has been named manager of 
warehouses. Edward J. Malvey has 
been named advertising manager 
in the new sales organization set- 
up. Walter E. Evans, formerly sales 
manager of the midwestern divi- 
sion, has been named manager of 
mill and warehouse sales, and J. 
Walter McGarry has been named 
to manage fabricated products 
sales. 


| likely 


‘Management Methods’ Will Bow Nov. 15 


New York, Oct. 2—Publication 
of the first issue of Management 
Methods, a business monthly aim- 
ing at the education of manage- 
ment executives in work simplifi- 
cation principles, has been set for 
Nov. 15 by Management Magazines 
Inc., 141 E. 44th St. 

Charles Dermott, advertising 
manager, who was formerly with 
Lebhar-Friedman Publications 
Inc., said Methods will go “to a 
carefully screened list of 30,000 
operating executives in companies 
with more than 100 employes. 
These men will be selected as the 
active administrators in their or- 
ganizations and as the men most 
to specify and buy office 
equipment. It will also go to 5,000 
office equipment dealers.” 

Advertising rates will be based 
on $685 per b&w page. Standard 


'colors will cost $60 per page and 


matched colors $75. The publica- 
tion will measure 11%4x11%4”. 
Methods will stress increased of- 


fice productivity through the ap- 
plication of better systems, meth- 
ods and equipment 


‘AUTO SPORT’ TO BOW 

New York, Oct. 3—Auto Sport 
Review, a monthly published by 
Volitant Publishing Corp., New 
York, for foreign car and sporis 
car owners, will make its initial 
appearance late in November with 
200,000 newsstand copies at 25¢ 

Walter von Schonfeld, who for- 
merly handled advertising and 
public relations for the Indian 
Motocycle Co., Springfield, Mass., 
is editor and advertising director. 
The advertising rate has been set 
at $250 for a b&w page. 


Joins Geyer, Newell 

Previously TV production man- 
ager of Grey Advertising Agency, 
New York, Herbert K. Horton has 
joined Geyer, Newell & Ganger, 
New York, as a television produc- 
er 


Tom Frank Joins K&E 


Tom Frank, formerly assistant 
TV sales service manager for Co- 
lumbia Broadcasting System, New 
York, has been named business 
manager of the radio-video de- 
partment of Kenyon & Eckhardt, 
New York 
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‘21’ ls Suspended 

Publication of 21—The Pocket 
Magazine for Young Men has been 
suspended by Parents’ Institute, 
New York. Publication may be re- 
sumed later, pending the comple- 
tion of several studies. Two issues 
of the magazine were issued. 


Specialized TRADE PUBLICATIONS. 
1170 Broadway, N.Y.1, « 


Only 


LIFE International 
has such 
picture impact 


Prudent Premier Shigeru Yoshida the 


professions) 


. and an average of 10 


CORSET & 
UNDERWEAR REVIEW 


The friend and spokesman 

for the corset, brassiere and 
foundation garment field 

for 39 years. Carries more 
advertising and is the only 

trade magazine with ABC 

PAID circulation in the field. @ 


MU 3-8700 


2 


paar cegaiieda 


ieee ee ak oe te 


allowing economical use of U.S, plates, 


puffs a cigar while pondering his pilgrim- 
age to the San Francisco Peace Conference. 

In dramatic pictures end words, LIFE 
INTERNATIONAL’S single, world-wide edi- 
tion reported the significance of his mis- 
sion to influential citizeps in 120 countries. 

With a circulation of over 300,000 (92% 
among those in business, government, and 


readers per copy. ; IFEINTERNATIONAL’s 
picture impact on the world is unmatched 
by any other magazine. 

Also unmatched by any English-lan- 
guage consumer or trade magazine over- 
seas is LIFE INTERNATIONAL’s farge-page 
size and low cost per thousand circulation. 


Outstanding four-color reproduction, 


EXPORT ADVERTISERS APPRAISE LIFE INTERNATIONAL 


H. Parker Stewart, 


tional Operations of Eversharp, Inc. says: 
“LIFE INTERNATIONAL is a prestige show- 
case where we can put our pens and pencils 


on 4-color display.” 


Director of Interna. 


James A. Martins, Advertising Manager 
of Remington Rand’s Export Division com- 
“We like the way LIFE INTERNA. 
government and 
other prime prospects for office equipment.” 


ments: 


TIONAL reaches business, 


makes LIFE INTERNATIONAL a doubly- 


sound investment for overseas advertisers. 
So much so, that advertising linage for 
the first eight months of 1951 is up more 
than 75% over the same period in 1950. 
U. S. overseas advertisers are invited 
to write for the booklet, 


LIFE INTERNATIONAL.” 


“Facts about 


INTERNATIONAL EDITION 


Time-LiFE Building 
9 Rockefeller Plaza, New York 20, N. Y. 


In every market—read by the thousands who influence the millions 
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magazine. A number of free cook 
books have been given to the 
stores for use as prizes during the 
| promotion. 


Along the Media Path 


e@ The October issue of Park East, 
New York, will be the largest in 
its history, both in advertising and 
| editorial content, according to Pub- 
lisher Alexander Tailleur. 


e WOV. New York foreign lan-, tisers can get a daily one-minute 
guage station, in a new presenta-| commercial on one of its women’s 
tion, is offering a combination ad-| programs, plus merchandising co- 
vertising-merchandising package} operation from the 250 Bohack | 
in which grocery products adver-| supermarkets in the area. 

| e A new promotion piece for Dell 


|e Thirty department and furni- 
| ture stores are featuring furnish- 
ings from the lead home furnish- 


Men's Group, Inside Detective and 
Front Page Detective, reports in 
capsule comments the success the 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
, Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 


magazines have had in champion- 
ing causes in the public interest. 


ings story in the October issue of 
Better Homes & Gardens. The 
stores will duplicate one or more 
|of the four rooms in the article 
and will feature tie-in merchan- 
dise during the promotion thetic Fiber Chart, which lists all 
In celebration of the sale of the, commercially available synthetic 

| four millionth “Better Homes &| fibers and their physical and 
| Garden Cook Book,” more than 5,- | chemical properties, including, for 
eile 2 2 200 grocery outlets are tying in/the first time, dynel, Dacron, 

Pe yng St ae. ee el with a current BH&G food promo-| Acrilan and staple saran. Reprints 


tion. Special display material has!|are available from the magazine 
BACON’S CLIPPING BUREAU been prepared, keyed to identify | at 330 W. 42nd St.. New York. 
LER ee ee | the stores with nationally adver-| 


tised brands as featured in the’ @e A new feature, beginning in the 


e@ Readers of Textile World are 
being offered its 1951 World's Syn- 


Capper _ 
MAKES THE SALE at LOW COST 


in the RICH Midwest Farm 
. 7 mere Town Market 


.- ite than 440,000 high — 
Be family homes Capper's Weekly is the 
iestoblished and popular {seivre News — 
ald of the Rural Midwest--and Nationally 


Famous for Reader Interest. 
>ughout this rich Farm and Rural Towr 


lon 


raska, Kansas and Colorado, Commer" s Weekly 
year in and year out performs a dependable 
and result producing sales job for score 


Put | Capper's Weekly on your list and let 
ove what it oon do for you! 


= ae Ss: 912 Kansas Avenue | 
Topeka,Kansas —— Pustications IN 


October Ladies’ Home Journal, and 
titled “Political Pilgrim's Prog- 
ress,” urges women to participate 
more actively in local political ac- 
tivities. The “campaign” will run 
for a year. 


e Newsday, Garden City, N. Y., 
has begun operation of new press 
equipment designed to turn out 
60,000 copies of a 64-page paper 
every hour. 


e King Publications, San Fran- 
cisco publisher of Western Indus- 
try and Western Construction, has 
issued three new bulletins: “The 
Story of the Industrial West”; a 
brochure describing the “Annual 
Review and Forecast” issue of 
Western Industry, and a brochure 
describing a similar issue of West- 
ern Construction. 


e@ Chicago Stagebill, official pub- 
lication of Chicago’s legitimate 
theaters, introduced with its Sept. 
16 issue a new two-color cover— 
in addition to the standard photo 
brown used previously, Chinese 
red was added. The second color 
will be changed periodically. 


@ Composer Meredith Willson’s 
“Three Chimes of Silver,’ musical 
tribute to National Broadcasting 


Co.'s 25th anniversary, has been 
proclaimed the network's official 
silver jubilee song 


e@ A special 12-page section in the 
Sept. 19 Washington Times-Herald 
launched the paper's first annual 
$3,000 Home Fashion Competition. 
Twelve local stores are cooperating 
in the event. 


@ DuMont Television Network 


reports that staff photographers of 
the Newark Evening News have| 
unanimously cited the net’s “Plain- | 
clothes Man” detective show as| 
the “best of its kind on the air.” 
The half-hour show is seen Sun-| 
days, at 9:30 p.m., EST. | 
@ National Transitads Inc., Chi- 
cago and New York, has been 
awarded a Distinguished Service| 
Certificate by the President's Com- 
mittee on the Handicapped, for 
service to disabled veterans. 


e@ Dollar volume of advertising in 
the October issue of House Beauti- 
ful was the greatest in its history, 
the magazine reports. The same | 
issue also carries 80 pages of full- 
color advertising, 11 pages more 


| use the new 
|} ommended for business papers by 
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than were carried in any previous | 
issue. 


e@ No. 5 in a series of studies by 
Advertising Research Foundation ; 
of Business Week reveals addition- , 
al facts demonstrating the maga- 
zine’s ability to reach and sell 
management men in business and 
industry. 


e A new promotion folder for the 
Crescent-News, re- 
ports new state fiscal data con- 
firming 1948 census findings on 
Defiance’s retail sales growth. 


Defiance, O., 


e@ With its October issue, National 
Grange Monthly changed its for- 
mat from 20 pages of 10%x14” 
newsprint to 52 pages, 8'4x11%4 
in size. Makeup has been complete- 
ly revamped and covers are now 
in full color. 


e A new pocket piece by McCall's 
gives in condensed tabular form 
the essential facts of “what may 
prove to be the biggest circulation 
story in national magazines this 
year.” Included are brief histories 
of McCall's linage gains, the “My 
Bedroom” contest and its “Harvest 
of National Brands” promotion 


@ Putman Publishing Co. has es- 
tablished a food processing fellow- 
ship at Illinois Institute of Tech- 
nology for “advancement of the 
sciences in the industrial process- 
ing of foods.” 


@ American Motel Magazine, Chi- 
cago, has published a market an- 
alysis of the motel industry, fig- 
ures for which were compiled on 
the basis of data obtained from 
state bureaus and state motel asso- 
ciations and surveys of motel 
operators. 


e All Chilton Co. publications will 
standard colors rec- 


the American Assn. of Advertising 
Agencies in cooperation with As- 
sociated Business Publications and 
National Business Publications. 


e Triangle Publications, for Sev- 
enteen, has just published “The 
Girl Under Twenty,” a study of 
magazine readership, advertising 
attitudes and buying response of 
girls in the 13 to 19 age group. The 
report is divided into three sec- 
tions: Teen-age girls in general; 
readers of Seventeen, Life and 
Ladies’ Home Journal, and facts 
about Seventeen and its readers. 


Bottle turns around slowly and continuously. 
intermittently as the 


The stors sporkle 
lettering changes color. 


slowly and 


lettering. 


Shade turns around 


ously Stars sparkle 
intermittently in the 


% Heat-Rotor revolves to produce all motion 

® Less expensive, more effective than fluorescent 

%& For counter or back-bar display 

® Full colorplastic replica of your product or trademark 
% Heavily embossed and formed, brilliantly colored 

% Non-breckable. 
% Mokes attractive display with light on or off 
® No installation necessary 
® Priced low in quantity production 


Write for full information & prices 


a 


continu- 


Constructed for long life 


just plug in 
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PLASTIC SERVICE CO. 
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OLIVE STORY—John D. Seaman (right), general sales and advertising manager, 

Pacific Olive Co., extolls the superiority of Early California brand olives to Stu K. 

Widdess (left), president, Abbott Kimball Co., Los Angeles, agency for the company, 
and Jimmy Fritz, account executive. 


Pacific Olive Co. 


Ready to Boost 
Brand in West 


VisaLtA, CAL., Oct. 2—The olive 
business has no outstanding brand 
name, but it soon will have, at 
least in the West. 

Pacific Olive Co. is taking steps 
to fill the void. Abbott-Kimball 
Co., Los Angeles, has just been ap- 
pointed to handle an extensive ad- 
vertising, sales promotion and mer- 
chandising campaign to promote 
Pacific Olive’s Early California 
brand olives. 

The agency was appointed, says 
John D. Seaman, general sales and 
advertising manager, because its 
analysis has shown that olives are 
the forgotten fruit. . .that olives are 
considered by the general public 
as something to hide under the 
celery or to bob for in mixtures, 
with its full versatility as a fruit 
and a tasty addition to cookery and 
cuisine being overlooked. 


@ The result is a campaign to ap- 
pear in car cards, magazines, 
newspapers, radio and television 
spots, using the theme “Only the 
best olives go to Early California 
Brand.” A humorous approach will 
be used in illustrations, ie. a 
scientist selects olives after inspec- 
tion through a microscope, or a 
banker removes his olives from a 
vault. 

The Oct. 15 date marks the kick- 
off in central and southern Cali- 
fornia. A budget of $100,000 has 
been assigned for this area in the 
coming year. The total budget is 
said to be set for $500,000 with 
area coverage being expanded un- 
til Jan. 1, when all the 11 western 
states will be reached. 

Car cards will get a 50% show- 
ing in all multiple market areas. 
One-third page ads will run each 
month in Family Circle, Sunset 
Magazine and Western Family. 
Newspaper space will be 104-line 
ads running once a week in all 
metropolitan dailies. 

Radio and television spots will 
be used October through February 
on a saturation basis in all mar- 
kets. Expenditures will be evenly 
divided between the two. During 
Christmas week, which is the peak 
of olive use and buying, a total of 
370 radio and television spots are 
scheduled. 


Charles Whintrey Promoted 
Charles G. Whinfrey Jr. has 
been promoted to sales supervisor 
of the agricultural chemical de- 
partment of Pennsylvania Sali 
Mfg. Co., Philadelphia. He has 
been succeeded as technical sales 


representative in New England by 


Donald E. Hope. 


Colt's Slates Campaign 

Colt’s Mfg. Co., Hartford, Conn., 
has prepared a trade publication 
campaign, plus a drive in Ameri- 
can Rifleman, Field & Stream, Out- 
door Life and Sports Afield. Typi- 
cal ads read “Double Your Fun 
with a Colt.” The company also 
is offering a free 44-page booklet, 
“Colt Shooting Manual and Hand- 
gun Catalog.” Horton-Noyes Co., 
Providence, is the agency 


Miller Gets Four Accounts 

Dwight Miller Advertising, Pro- 
vidence. has been appointed io 
handle advertising for Rhode Is- 
land Optical Co., eyeglass frames; 
Nu-Vue Publishing Co., Nu-Vue 
bookkeeping system; Honniver La- 
cramar, perfumes and colognes, 
and Withington Co., Tops-All ham 
and bacon. 


Bender Joins Belnap 

Jay L. Bender, formerly Cleve- 
land representative for Export 
Business Publications, has been 
named Cleveland representative of 
Belnap & Thompson, Chicago prize 
organization. 


Smith Joins ‘Good House’ 


Henry Smith, formerly with 
American Home, has joined the 
promotion staff of Good House- 


keeping, New York, to be in charge 
of hard goods merchandising and 
presentations. 


Mosler Sate Names Gotham 
Mosler Safe Co., New York, has 


awarded its export account to 
Gotham Advertising Co. New 
York. Stockton, West, Burkhart, 


Cincinnati, handles domestic ad- 


vertising 


It’s "TOPS" in its trade 


Specialized TRADE PUBLICATIONS 
1170 Broadway, N.Y.1, + 


INFANTS’ & 
CHILDREN’S REVIEW 


Carries more advertisers... 
carries more advertising, 
and is the only magazine 
in the infants’, children’s 
and teen-age field with 
ABC PAID circulation. 
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-, t MASS CITY CLUB OF ‘52—Retailers of the Jacob Schmidt Brewing Co., brewer of the 
ae : new City Club beer, picked Jeri Demick as Miss City Club of ‘52 at a recent meet- 
inz in St. Paul 
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: RIAGAM—Model Rany Allen initiates Robert McAndrews, managing director, South- 
era California Broadcasters Assn., into the order of RIAGAM (Radio Is America’s 
Greotest Advertising Medium), as he departs to corry the story of Southern Cali- 
fornia radio to agencies and advertisers in the East during October. Looking on is 
Tom Frandsen, sales , KMPC, Los Angeles, who originated the slogan. 
AF 
= 
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REALLY REDDY—Arkansas Power & Light Co., Little Rock, had 
crowned Sharis Smith Queen Kilowatt, had taken a publicity 
Ke picture of her with “Reddy Kilowatt’ and was about to send it 


FLYING SKILLET—Charles Compton (right), 
v.p. of Frederick Asher Inc., Chicago, 
agency for Silver Skillet Brands’ corned 
beef hash, recently flew the agency plane 
to a string of eastern cities to help 
launch local campaigns for the product, 
using radio, TV, car cards and news- 
papers. Mr. Compton here is explaining 
details to Ken Keyes of the C. T. Terry 
Co., Syracuse food broker 


WINDOW TIE-UP—Squirt Co., Beverly 

Hills, Cal., is using such window displays 

as this to tie up with its current adver- 

tising campaign in Life, Look and other 
magazines. 


out to promote a new power plant when someone noticed thot 
Reddy seemed to have a wandering hand and a smile that was 
much too big for the occasion. The picture at right went out. 
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CANADA MEET—Several members of the Newspaper Advertising Manager's Assn. 

of Eastern Canada exchange views at the Montreal meeting Sept. 27-29. Left to 

right: Louis Louthood, Montreal Standard; S. J. A. Mason, Toronto Telegram; ian 

MacDonald, general ger of C di Daily Newspapers Assn; and Martin 

Livingston, Halifax Herald. Some 60 publishers and advertising executives at- 
tended the sessions 


BIG CHUCKLE—Los Angelenos are getting a big chuckle out of this combination 
of Padre Vineyard Co.'s champagne outdoor od and Calso Water's “hangover” man 
ot Wilshire Blvd. and Western Ave. 


WILSON WINS—Charles E. Wilson (second from right), director of Office of Defense 

Mobilization, receives the annual National Soles Executives’ “Business Statesman of 

the Year” award. Making the p tation in Washing is Al N. Seores, chairman 

of NSE and v. p. and director of sales and services for Remington Rand. Looking on 

are Arthur A. Hood (left), v. p. of Vance Publications, Chicago; and Robert A. Whit- 
ney (right), president of NSE 


WHAT DID HE SAY?—A bearded workman seems to have more appeal to Japanese 
indulgers than does a pretty girl, as witnessed by this beer poster displayed in a 
Tokyo shop window. 
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The big news in Ad Alley ts - 


THE GREATEST RETAIL DRUG PROMOTION 
IN HISTORY 


It's the biggest break America’s drug stores ever had — the McKesson & Robbins Christmas Gift 
Promotion Plan! 

It's a plan to make the drug store America’s Gift Headquarters — not only in ‘51, but for years to come! 

The big gun will be fired on Sunday, December 2nd, when PUCK and other Sunday comics bring the ? 
exciting McKesson & Robbins Gift Section to more than fifty million consumers. 

The nation’s top manufacturers will show their wares in that big, colorful section. And they'll be telling 
fifty million consumers: “THIS CHRISTMAS, TRY YOUR DRUGGIST FIRST!" 

And in the drug stores — another surprise! For the first time in history, shoppers will see the won- 
derfu!, beloved comic characters from PUCK’s pages — in a carnival of selling displays! 


For the greatest promotion in their history, McKesson & Robbins 
picked PUCK, the Comic Weekly. And they had good reasons! 


They knew that no other form of printed advertising gets as much attention, readership, and response 
as Sunday comics. 

They knew that 4 out of 5 adults (and almost all children) read comics regularly, avidly, thoroughly! 

They knew that PUCK, with other independent Sunday comics, would give them a tremendous audience. 
of fifty million family readers — the bulk of America’s gift shoppers. q 

They knew that PUCK penetrates big markets where the money is — with impact at the local level, 
where the sales are! 

And they knew that the history-making bow of PUCK comic characters in retail displays would make 
this promotion unique, unforgettable, and unequalled in all retailing. 

Watch for the results! 


HERE ARE THE MANUFACTURERS FEATURED IN THE PROMOTION: 


AMERICAN SAFETY RAZOR CORP CROYDEN PRO-PHY-LAC-TIC BRUSH CO 
AMITY LEATHER PRODUCTS CO THE DeVILBISS CO REMPEL MANUFACTURING, INC 
B-B PEN CO. DOESKIN PRODUCTS, INC RITEPOINT CO., INC 

THE BARBASOL CO EAGLE RUBBER COMPANY, INC SCHNEFEL BROTHERS 

JOHN H. BRECK, INC. HUDNUT SALES COMPANY, INC SCRIPTO, INC 

BOURJOIS, INC IDEAL TOY CORP SEIBERLING LATEX PRODUCTS CO 
BRISTOL-MYERS CO LANDERS, FRARY & CLARK TEK HUGHES 

BYMART, INC McKESSON & ROBBINS, INC TOWNE LUGGAGE, INC 

CARNELL MANUFACTURING CO MOHAWK BRUSH CO THE UNITED STATES TIME CORP 
CHAMBERLAIN SALES CORP NORTHAM WARREN CORP L. E. WATERMAN CO 

CHERAMY, INC. PERSONNA BLADE COMPANY, INC WECO PRODUCTS CO 

COTY, INC. THE PROCTER & GAMBLE CO ALLEN B. WRISLEY CO 


in 


t- 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly —A Hearst Publication 
v4 63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bidg., San Francisco 
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This is the third in a series of 10 week 


continuing studies conducted in over 
10° of all grocery store outlets through- 
out Bayonne 

10 week surveys of Margarine, Instant 
Coffee and now Soapflakes have been 
tabulated by brands, sizes, sales, type of 
outlet, etc —and are yours for the ask- 
ing—Send for your copies. 


THE BAYONNE TIMES 
Bayonne cannot be sold from the outside’ 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


Adds Eighth Foreign Client... - 


.’ Anderson & Cairns Launches Drives 


for Three New Imported Products 


New York, Oct. 3—Anderson 
& Cairns is launching three new 
advertising campaigns for im- 
ported products. 

In addition, it is continuing reg- 
ular promotions for three other 
overseas companies, is maintaining 
limited market operations for still 
another, and is preparing adver- 
tising and marketing plans for an 
eighth foreign client. 

As reported exclusively in AA 
(Sept. 24), Facit Inc. started a 
campaign for its Swedish calcula- 
ting machines Oct. 1 in four busi- 
ness papers and three New York 
newspapers to run through 1952. 

After successful tests in James- 
town, N. Y., and Cleveland dur- 
ing August, du Maurier cigarets 


ITS EASY, 
WHEN YOU 


KNOW HOW! 


WEEKDAY HOOPERS 
Shreveport City Zone 
12:00 Noon to 6:00 p.m. 
March-April * 
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I his chart shows that KWKH led the Weekday- 
Afternoon Shreveport Hooper parade for March and 
April of 1949, 1950 and 1951! 


Yes, and look at the margin of superiority. In 1949 


KWKH got 6.7% 


more listeners than our nearest com- 


petition. By 1950 we were getting 55.2% more listeners. 
In 1951 we were 112.7% ahead of Station “B”—or fifteen 
times as great a “plurality” as in 1949! 

But KWKH is 50,000 watts—gets 89% of its listeners 
outside Shreveport. BMB Report No. 2 gives KWKH a 
Daytime Audience of 303,230 families in 87 Louisiana, 


Arkansas and Texas counties. 


64% of these families 


listen to KWKH "6 or 7 days weekly”! 
What other facts would you like? Your Branham rep- 


resentative has them! 


“latest available at press time 


KW KH 


SHREVEPORT LOUISIANA 


50,000 Watts e CBS WERE as. 


The Branham Company, Representatives 


Henry Clay, General Manager 


|entered the New York market in 
September, using ads in metropoli- 
tan dailies which will continue 
twice a week until Dec. 1, plus 
radio spots and participation pro- 
grams. 


@ Folkard & Lawrence, U. S. rep- 
resentative for a group of British 
textile mills, renewed its adver- 
tising last month, after a lapse of 
several years, 
a series of svatched full-pages in 
Gentry, new men’s magazine, to 
educate both trade and consumer 
markets on the merits of fabrics 
that have been grouped under the 
family name of Fola. 

Regular advertising promotions 
are being continued through An- 
derson & Cairns by Rootes Motors 
Inc., concessionaire for the Rootes 
Group of Britain, and distributor 
of the Hillman-Minx automobile; 
by Georg Jensen Inc., Danish sil- 
versmith, which operates a Fifth 
Ave. gift shop with 20 depart- 
ments that are advertised regularly 
in magazines—four monthly, one 
quarterly and one weekly—as well 


s | 
as twice a week in two New York 


dailies; and by A. V. Olsson Trad- 
ing Co., maker of Rvy-King Swed- 
ish bread, which uses newspapers, 
magazines and local radio and car 
card advertising in selected mar- 
kets. 


s Marketing promotion is also be- 
ing carried on for Rolls Razor Inc., 
which, strictly speaking, is not a 
foreign account. The company is 
a U. S. corporation and imports 
the British-made razor for dis- 
tribution here. Current advertising 
is concentrated mainly in Life, plus 
local media in selected markets 
Research recently completed will 
guide media and copy angles for 
next year. 

New advertising and marketing 
plans are being studied by A&C’s 
|Canadian subsidiary, Anderson, 
Smith & Cairns, for Dolcis shoes. 
No schedules have been set up, 

but local newspaper and radio ad- 
vertising in Canada is contem- 
plated, AA was told. 

These eight accounts serviced by 
| A&C have grown during the last 
|few years from virtually nothing 
to approximately 16% of the agen- 
cy’s total annual billing, John A. 
Cairns, president of the agency, 
| said. The agency’s annual billing 
has been reported to be $7,000,000 
(AA, Dec. 11, °50). 


{@ Mr. Cairns attributes this to 
three major factors: (1) extra- 
curricular service which the agen- 
ey renders to clients; (2) close 
contacts abroad, and (3) the abili- 
ty of clients and agency together 
to take advantage of favorable 
market developments when they 
occur. 

As an example of extra-curricu- 
lar service, Mr. Cairns cited the 
preparation of an administrative 
and sales operating plan which 
A&C developed for Facit over a 
period of 18 months (AA, Sept. 
24). 

Concerning 
abroad, he said that A&C has a 
personnel exchange arrangement 
with several foreign agencies. Un- 
der this setup, Allmanna Annons- 
byran, AB, of Stockholm, one of 
Sweden’s largest agencies, recently 
sent one of its directors to spend 
three months with A&C in New 
York. 


close contacts 


@ Mrs. Julia Morse, one of A&C’s 
account executives, returned sev- 
eral weeks ago from an extended 
trip through Sweden, Denmark and 
Norway. Discussing some of the 


|highlights of her trip with AA,, 


Mrs. Morse said that the Scandi- 
navian countries have a vital in- 
terest in building up their econo- 
mies by increased exports to 
America. 

“An American agency can elimi- 
nate mistakes and save money for 
foreign companies entering the 

| U. S. market,” Mrs. Morse said. 
“A&C, for example, offers know- 
how on distribution, media, art 
| and copy approaches, and a wealth 
| of intangible experience that 
comes only from intimate knowl- 
edge of the American market. 
| Authoritative marketing advice on 
conforming to our pure food laws, 
| for instance, or effective packaging 
| of foods to be sold in supermarkets 
can be invaluable.” 


with the first of| 


@ Mrs. Morse said she was im- 
| pressed with the realism of Scandi- 
navian business men. “Danish, 
Swedish and Norwegian executives 
are similar in outlook and person- 
ality to their opposite numbers in 
America,” she said. “I found them 
well-informed and forward-look- 
ing. They have a precise grasp of 
| our legislation, import quotas and 
taxes on imports that surpasses 
that of the average American ex- 
ecutive. And they like to take their 
own risks. Although cooperatives 
are the basis of their agricultural 
economy, private initiative in the 
Scandinavian countries is just as! 

strong as in America.” 

She believes that if American 
advertising and merchandising 
methods were applied to Scandi- 
navian goods imported by this 
country, the results would benefit 
both the United States and the 
countries she visited, and that in 
addition it would bolster both ECA 
and the North Atlantic Pact. 

One of the outstanding examples 
of intensive application of Amer- 
ican advertising and marketing 
methods to an imported product 
is that of the Hillman-Minx car. 


a It has come from fifth place 
among foreign cars sold in Amer- 
ica to first place in a period of 
{three years, Donald McVicker, 
A&C’s account executive, said. 
About 50 newspapers and a variety 
of radio spots, participation and 
disc jockey programs are used. 
The difficulty of foreign ex- 
change posed a serious problem for 
a time, Mr. McVicker said. Origi-| 
nally it was necessary to get dol-| 
lars from England for promotion, | 
but a new arrangement has been} 
worked out which enables the] 
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company to carry on market pro- 
motion here out of its current 
earnings in the American market. 

Asked whether some similar ar- 
rangement might not be used to 
advantage by other companies 
troubled with foreign exchange 
problems, he said that it might in 
some cases, but that the competi- 
tive market position of companies 
and products differ. Each has its 
individual and peculiar problems, 
he pointed out, and has to be han- 
dled accordingly. 


]. H. Rassmussen Named V. P. 

J. H. Rasmussen has been ap- 
pointed v.p. in charge of cooking 
and heating appliance sales for 
Perfection Stove 
Co., Cleveland. 

Following 
World War II, Mr. 
Rasmussen serv- 
ed as v.p. in 
charge of sales 
and merchandis- 
ing for United 
Wallpaper, Chi- 
cago. In 1947 he 
organized the J. 
H.Rasmussen Co.., 
Chicago manu- 
facturers repre- 
sentative, handling water heaters, 
air conditioning systems, radios, 
television sets, etc 


March of Dimes Drive Set 


The 1952 March of Dimes cam- 
paign will run four weeks instead 
of the usual two (Jan. 2-31) and 
the fund headquarters, 120 Broad- 
way, New York 7, is offering a 
free page in mat, electro or glossy 
form for sponsorship during that 
time. 


J. H. Rasmussen 


‘Toronto Telegram’ Boosts 2 

Recent promotions by the To- 
ronto Telegram include C. J. Fun- 
ston, on the retail advertising staff, 
to retail advertising manager, and 
J. M. Taylor, on industrial ac- 
counts, to national advertising 
manager. 


Ayer Shifts Coldren 


William Coldren, an account 
executive in the Philadelphia of- 
fice of N. W. Ayer & Son, has been 
shifted to San Francisco. 
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SIGHS OF LONG LIFE™ 

FOR QUANTITY BUYERS | 

THE ARTKRAFT® SIGN CO. | 
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Pillsbury stimulates Cake Mix sales 


with this full color and 
dimensionalized presentation of 
the end product. The cake in this 


display projects into the forward 


plane, forcefully suggests cake 
baking with Pillsbury Mix to 
passing food store shoppers. This 
compact, colorful counter unit, 
which is doing an outstanding 
job in both supermarkets and 
service stores, was... 


Sales Engineered by 


LONSOLIDATED 


Lithographing Corporation 
MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Moin Office and Plant 1013 Grand Street, Brooklyn Hi,N.Y 


ales Offices + 


9 Philadelphia, Chicago. Loursville and Tampa 
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THE THING—Model Robin Jewell doesn’t appear to be having too*much difficulty 

in convincing Jim Hawkins, Spielman Taylor & Co., left, and Dick Stowe, Foote, Cone 

& Belding art director, of the good time theyll have when the Art Directors Club 

of Los Angeles holds its annual boll, “The Thing,” on Oct. 13 at the Florentine Gar- 

dens in Hollywood. Mr. Hawkins is chairman of the event, Mr. Stowe the club presi- 
dent. 


Put Brand Name on the Left of Slogan 
in Outdoor Poster, Psychologists Say 


ITHaca, N. Y., Oct. 2—A brand 
name should be as close as possible 
to the left of the slogan or copy 
on an outdoor poster. 

That's one finding of an outdoor 
study just completed by the de- 
partment of psychology at Cornell 
University and sponsored by the 
Standard Oil Co. of New Jersey. 

The psychologists found that 
words become progressively hard- 
er to read the farther they are to 
the right of the message. Brand 
names and whole sentences, they 
discovered, are better seen if the 
brand name is distinctive in size, 
color or shape from the other 
words. But if the difference is too 
great, both the brand names and 
the rest of the sentence are harder 
to read. 


e A square, circle or other outline 
of the same color surrounding the 
brand name, it was found, cuts 
down legibility. Lines, arrows or 


curves—especially in a different 
color from the words—pull atten- 
tion to the one word and to the 
whole sentence. 

For the study, the psychologists 
projected on a screen short sen- 
tences containing a meaningless 
word. These were shown to various 
groups of people for slightly more 
than half a second—equivalent, it 
is said, to the attention a motorist 
gives an outdoor poster. 


Ohio PR Chapter Elects 

Frank A. Uniack, director of ad- 
vertising and public relations of 
Cleveland Diesel Engine Division, 
has been elected president of the 
newly organized northeastern Ohio 
chapter of the Public Relations 
Society of America. Other officers 
elected are Edmond C. Powers of 
Griswold-Eshleman Co., v.p.; Paul 
Eden of Hill & Knowlton, national 
director, and Ann _ Stevenson, 
Chesapeake & Ohio Railway, sec- 
retary-treasurer. 


4 . ZL 
Amevwa's First € ING PALEY 


yh ai 


specialists 
in fine 
photo engraving 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET - 


CHICAGO 5S, ik 


Chimney Sweep Plans Drive 


G. N. Couglan Co., West Orange, | 


N. J., manufacturer of Chimney 
Sweep Soot Destroyer, has ads in 
250 small town newspapers as part 
of its 1951-1952 ad program. Also 
on the schedule are Midwest Farm 
Paper Unit, Progressive Farmer, 
Successful Farming and Pathfind- 
er. The company will continue to 
use, in increasing amounts, spot 
radio in key markets from coast to 
coast. Lewis, Williams & Saylor, 
Newark, is the agency. 


Union Asbestos Names Two 

With the dissolution of its ad- 
vertising and public relations de- 
partment, Union Asbestos & Rub- 
ber Co., Chicago, has appointed 
William Hart Adler Inc. to handle 
the company’s advertising and 
Paul W. Austin to handle its pub- 
lic relations. 


Dunham Joins Meltzer Agency 
Lawrence D. Dunham, formerly 
with Hoefer, Dieterich & Brown, 
has been appointed an account 
executive with Richard N. Meltzer 
Advertising, San Francisco 


Ties In with Sweetest Day 


The Assn. of Manufacturers of 
Confectionery & Chocolate, New 
York, has appointed Moss Associ- 
ates, New York, to conduct a 24- 
sheet poster campaign in the New 
York area in connection with 
Sweetest Day (Oct. 20). 


73 
UP Sets October Drive 


“Be Specific Say Union Pa- 
cific” will spark an October news- 
paper campaign in the Northwest 
for Union Pacific Railroad, Omaha, 
emphasizing pojnts of interest in 
the eastern U. S. Caples Co., Oma- 
ha, is the agency. 


Specialized TRADE PUBLICATIONS 
1170 Broadway,N.Y.1, + 


LUGGAGE & 
LEATHER GOODS 


The only trade 
magazine serving the 
luggage and personal 
leather goods field. 


@® 


MU 3-8700 


THE 


we 


cohesive as a 
strong backfield! 


ry 

The four Quad-Cities are as cohesive as a 
strong backfield. These cities, each a vigor- 
ous individual unit, together comprise a 
potent combination that puts the Quad-Cities 
in big-time company. Tied by social, busi- 
ness and physical proximity into one large 
metropolitan unit, Quad-Citians live here 
similarly to the residents in the boroughs of 
New York City. (57% live in Rock Island, 
Moline, East Moline on the Illinois side- 
43% live in Davenport on the Lowa side.) 


QUAD-CITIES ‘sw 


combination of G cities 
in 4 states - on the Mississippi River 


ROCK ISLAND 


Good Marketing Men Know This 234,000 Market 


What looks like a tough job is easy when you know 
that the Quad-City Metropolitan area is a 234,000 
unit—instead of 4 separate cities. Alert space and 
time buyers have learned this fact and are using 
the knowledge to good advantage in schedule 
preparation. Up-to-date information is now avail- 
able in a brochure that graphically portrays the 


Ze ROCK ISLAND “=” Z% 
) "Ligne 
Cee Citi’ MABE fo 2 


ALLEN*KLAPP CO. representing ARGUS & DISPATCH * AVERY KNODEL, INC. representing WHBF 


Acca 


4 


Oo 
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Quad-City Market—clearly, concisely, completely. 

How to make profitable sales to Quad-Citians 
whose per capita E.B.I. ranks 14th among 162 
metropolitan areas is something worth knowing 
about» For your copy write to Dispatch or Argus 
(newspapers that cover 3 of the 4 Quad-Cities) or 


WHBF, Rock Island, I. 


These medio will carry the ball 
for you — to reach your sales 
goal in the Quad-Cities! 


MOLINE 


ee? 


or. : 


ri a ee a gl m8 ‘3 : hate : . =f ¢ nhs % : =a - a ra : 7 te Ot oe oo ee aes c ey ea OU f ae = Bes a 
a 
51 cae 
Advertising Age, October 8, 1951 = 
: 7 
a. eee oe 
nt ; ‘ ‘ NOR 
‘ go “a eee, a PO fe 
ewe i, i ane " + # og) ead eax’ y 
# oo en ; : a ee ae nol pe a" 
to ono. : me oa ce 3 
es 2 ei, ‘ So mee b. 
Ze bo Se « eS am i 
in sae? \ : ; a é pe, ts oo 
i- a ee ee — a = 2 
es * : . . i: ae Be > SESS : ee 
ts | = ' ‘ee —o i <0 — L. 
Ss = » -. a ea f 
Ss, { j \ ’ ae # on - be i ee pees = 
- | 7 _ 3 eee itive a * 
- 4 HAIRE | 
| © ® a ~HAIRE> - 
Bee. J ee “is 
p- 4 ] . f — . va S 
o1 : va T; ¢  ——- a . 
ve i \ ; . Hy : = %" : ; . 
d | ‘ § F ; ae = a 
8 oo a < 
Ir. a. , a. It’s “TOPS” in its trade ee 
Aad . 38. t an 
in 4 : 1 i” . BAA 
es ; ™ i nrg 
s- 4 } .* . :% ea *% 
ed 2 | we 
Li- : are a ae 
— ae ba : f | ee ee ee ee eS ‘ = 
rs, ; tank eee a. Pe 
Reo § eae ‘ hit “Ee 
# -~ > r s ms ; = b MOLINE “ 
k —— wi a CF EAST MOLINE &§ 
_ 2 —_— “~~. DAVENPORT im :.. 
nd ; ~f 
- | : _ 
a Y ; ; 
sy , . 
at : 

—— —————— —_ ee = ae a 
| , ae ‘ +N 
o- _ ee 
ff ae ; 
ff, «Re 
nd ML : i. 
c- : = ei - .* 
ne & : Se & 

, eo '*, 
2x\%3x{ Gay} | 
- a . 3A yy. 
I- (ese — : a 
en wy J -_ I re «ae 
L Za nm _ 
- hg m™ (3 / : * 
od a) | if 
7 wy Vy ¢ vi if 
7 * eo 4 \~ ee x 
— 
0. 2% \ , i 
lon \ - Ne * 
a . } bd ee 
* 3 ) ’ J - s 
a $ 
5 Pik 
came 
| ~ a 
| Be, 
| Ks 
sees 
| : Be) 

a sao 

et 

| ee ei 

f es 

| a 

oo es 

+ ta ci 

es el ee 
id 7 d 

of an ie 

. = Baie 7 ie Me : 3: 

= es CS ‘e 

r Po ae “aes 

a i “fi -¢ ee %y 

to ~ 7 » Pitsay.. Y hs 

‘is . & Pe > hs 

it ys ; ee . he ‘ se 

’ s : 2 : $ _ H ae 

g tee 2 2 . 2 23 ‘ 

id - ' : ‘ 73g * ae ' : a 

pe tn eo me “- ’ pee 

he < his 

Par = ee 

pn \ * 5 Seaealse 

2. 7 ae Bote 

a we 

~~ P Te 

a me 

eee = th 

“ ‘ ee 

ee a aaa at Gy 

——< = = ' a ; Pes 

' 3: 

dia 

: Seas 

=, ie Sa na NS ermal q ae 


DIAS UIE OE. Ba 


eee 


a 


™ 


= 


rent 


No 


r 
C 


(watches, 
graphs, etc.) teen-agers want, and 
what they actually get. Correlation 
and received is 
names 
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significantly 
round out the picture. 
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Information for Advertisers 


Get 
Scholastic 
1ew survey, 
sift Time,” telling what 
automobiles, 


wanted 
high. Brand 


setween 


4120. Premiums Over 
Years 

“One 

im Promotions” 

Assn 


ng of America. 


4122. 


partments. 


Monsen offers a new file folder 
which contains information on its 
trans-adhe- 
sive impressions, new reverse tech- 
letterpress 
halftones for offset reproduction, 
etc. 
Monsen has some 625 type styles 


ypographic counsel, 
conversion of 


oreign language typography, 


from which to choose. 


No 


the 
the 
Teaders with respect to gardening, 
and vacation trav- 
It goes into details on hunting, 
ownership of 
vacation 
Mileage for various forms of trans- 
portation, 


Sports, 
ei 
fishing, 
power 


No. 4124. New Catalog of Merchan- 
Prizes for Incentive Pro- 


test 
Maritz EnterPrizes in a 


called “The Biggest Prize Book in 


4123. The 
ket. 
Household 


Leisure Time 
offers a 
result of a survey 
leisure time activities of 


hobbies, 


picnics, 


tools, cameras, 


etc 


dise 
grams 


A new offering in the prize con- 
Lloyd 
catalog 


field comes from the 


Note: 


—please print or type) 


4119. What Teeners Want and 


Magazines present a 
“Graduation Time Is 
gifts 
phono- 


the 


Hundred Years of Premi- 
is a new booklet 
offered by the Premium Advertis- 


Typographical Informa- 
tion for Art and Production De- 


Mar- 


new book, 
covering 
its 
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the Nation.” More than 1,500 mer- 
chandise prizes are shown for use 


in incentive campaigns; for em- 
ploye and customer Christmas 
gifts; and for business awards of 


all sorts. 
No. 4126. 
Survey. 

In “Automotive Survey - 1951,” 
Sports Afield offers a new study 
of automobile and accessory own- 
ership among its readers. One of 
the most interesting features of 
the book is the price distribution 
table which is thought to be more 
significant than the study of brand 
distributions. Another interesting 
feature is the fact that automobile 
owners are pretty well sold on the 
present body styles of cars they 
own and will most likely buy an- 
other like it. 


Automotive Ownership 


No. 4127. 

Sale 

As the final clincher at the point 
of sale, Dennison Mfg. Co., Fram- 
ingham, Mass., points out that your 
best deal is a label carrying full 
product information. The sugges- 
tion is fully discussed and illus- 
trated in Dennison’s new book: “If 
You Could Only Be At Every Point 
Of Sale!’ 


Information at Point of 


No. 4128. Market for Electrically 

Operated Products. 

From Electrical Manufacturing 
comes a new file folder showing 
how the expansion of electrical 
energy continues to create a boom- 
ing market for all types of motors, 
generators, industrial controls, ra- 
dio, television, machine tools, tex- 
tile machinery, printing machinery, 
business machines, fans, pumps, 
air conditioners, etc. The study 
covers not only the market, but 
the buying practices, while circu- 
lation data and analysis of edito- 
rial policies round out the picture. 


Inquiries for the items listed above will not be serviced beyond Nov. 1% 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 


THE SALESMANAGER 
WITH AN OUTSTANDING 
PERSONALITY ... 


who in the past 20 years 
chonged the nation's habits and 
developed one of America’s most 
famous and successful name prod- 
ucts, now intends opening his 
own sales agency in Chicago. 
Hove you a known specialty 
product selling through jewelry, 
drug, or tobacco wholesale chan 
nels, or have you another attrac 
tive proposition? This man is the 
executive you need. Rotarian, de 
gree in accountancy and system- 
atization, business lecturer, ex 
perienced in sales organization 
and training. A consistent success, 
his company name will tell you 
his calibre, and he's still with 
that company. He finances him- 
self. Address replies c/o Tim Mor- 
row Advertising, 212 East Erie, 


Chicago 11, Illinois. 


WANTED 


SALES PROMOTION 
MANAGER 


Emphasis on Direct Mail! 
Business Executive Audience! 


Nationally recognized publisher of 
information services and books for 
business and professional use offers 
splendid opportunity for sales pro 
motion manager. Prime requisite is 
proven ability to plan and create re 
sult-getting direct mail campaigns to 
elicit sales and inquiries. Must be 
fast, able writer. Alert understanding 
of government impact on business 
will help. Aptitude for layout req 
uisite. Preference for someone who 
knows selective marketing and field 
selling techniques. Location in East 
employee benefits are liberal, asso- 
ciates congenial. Salary commensu 
tate with qualifications. Send complete 
resume of experience, state present or 
desired salary, and enclose ONE 
sample of direct mail work 


Box 7969, Advertising Age 
200 E. Mlinois, Chicago 11, Ill 


Rates: 


90¢ per line, minimum charge $3.60. Cash with order. 


THe ADVERTISING MARKET PLACE 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. 
Display classified takes card rate of $12.00 per 


Preceding publication date. 
column inch. Regular card discounts, 


Deadline Wednesday noon 12 days 


size and frequency, apply on display. 


1951 
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REPRESENTATIVES WANTED 


WANTED 

We want another MAJOR trade magazine. 
An increased sales force permits the addi- 
tion of a magazine of merit to our select 
list. Our partnership has vast agency con- 
tacts and years of successful selling in 
the middle west. A GOOD publication 

will profit by an affiliation with us 

x 4055, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


HELP WANTED 
PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-La y out- 

Radio-TV-Production and Salesmen 
THE HONES COMPANY 
14 E. Jackson Bivd Chicago 4, Ill 
SPACE SALESMAN 

INTERNATIONAL MAGAZINE 
Fastest growing internatio newsmaga- 
zine has new opening for young, clean- 
cut space salesman. At least 2 years ex- 
perience in Latin American sales, promo- 
tion, advertising or publishing essential 
Knowledge of Spanish and some Latin 
American travel desirable. Send detailed 
resume and recent photo to 

Box 4051, ADVERTISING AGE, 

200 E. Llinois St., Chicago 11, Il 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
ASSISTANT ADVERTISING MANAGER 
Large Midwest packing company needs 
man with well rounded experience in ad- 


vertising in food field. Should have good 
background in copywriting, rough lay- 
out, merchandising and administration 
Sales experience desirable in planning 
campaigns, sales portfolios and writing 
sales bulletins. Give full details regarding 
personal history, education, past and cur- 
rent business background, salary expected 

Box 4044, ADVERTISING AGE, 

200 E . Minois ate _Chicago 11 


wi LLIAMS—REPL. ACEMENTS 
ate St Ha 2063 Chicago 
ADVERTISING COPY MAN Experienced 
creative writer under 49, with at least 5 
years agency experience wanted by fully 
recognized medium-sized New York agen 
cy. Drug, chemical, farm, house furnish 
ings, construction background desirable 
Give full details and salary 


desired 
Box 4052, ADVERTISING AGE 


11 E. 42nd St., New York 17, N. ¥ 
ADVTG. MGR. Chain Food Exp. $10,000 
SALES TRAINING ASST. Foods $7500 
COPY WRITER, Catalog Exp $4600 
JUNIOR ARTIST $2600 


EMPLOYERS INQL oe, _—— OMED 
SHAY AGEN 


30 West W Cc ice ago 2, Illinois 


WANTEL 


ashington 


SALES MANAGER for large 
printing company. Must be competent to 
handle and train men. Some printing 
knowledge, preferably agency training on 
selling 

Box 4058, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, I 


REPRESENTATIVE E av ALL ABI Ee 
One-half my working time available to 
publ. who wants & will pay for midwest 
rep. who thoro'ly knows space sales 

Box 4059, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il 


Rep. seeks an add'l publ. in Chi. midwest 
area. 34- 11 yrs. space sales exp. with 2 cos 
Box 4060, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


POSITIONS WANTED 


SPACE SALESMAN N. Y. & East. 20 years 
experience trade and consumer publica- 
tions. $10,000 man, now employed, of- 
fers his resultful services to an enterpris- 
ing publisher on an initial $5,200.00 a year 
basis until his —— ability is spe- 
cifically establish 
Box 4036, ADVERTISING a, 
11 E. 42nd St., New York 17, N 


ADVERTISING PROMOTION MANAGER 
Young & ambitious with over 15 years ex- 
perience with 4A Agencies and national 
manufacturer. Thoroughly versed in all 
phases of production. Can write good copy 
& plan entire ae sae al campaigns with 
complete dealer aids. Calif. preferred 

Box 4053, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, I! 


EXPERIENCED INDUSTRIAL EDITOR 
seeks larger scope and responsibility. Age 
39. More than 7 years managing editor 
present publication Record of volume 
building editing plus experience in sales 
promotion, advertising and marketing in- 
dustrial products. Qualified to assume full 


editorial responsibilities business paper 
or external house organ 
Box 4056, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, Il 


YOUNG MAN WITH ENTHUSIASM 
Education and experience that offers a 
sound foundation for agency or advertis- 
ing department position. Feet wetted by 
two years of agency apprenticeship and 
sales work. Age 25. Married. Vet. Locate 
Midwest or East. Available Jan. 15. Re- 
sume sent upon request. Write 
Box 4054, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


ADVERTISING PRODUCTION MANAGER 


a woman with broad background in all 
phases of graphic arts production—copy, 
typography, art, photography, engraving 
printing and media including radio and 
television, a competent coordinator who 
knows supply sources and costs—desires 
position with advertising agency or mfg 

Box 4057, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il 


SLIDE FILM DIRECTOR-PRODUCER 
available on Free lance o permanent 
basis with company interested in or using 
Slide Films. Either as Producer-Director 
or Technical adviser. Six years experi- 
ence. For interview write 

Box 3484, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


I NEED ELBOW ROOM 


ADV. & PROM. DIR. Large Nat'l Corp 
seeks genuine opportunity as Adv.-Prom 
Mer. or Asst. to top man. 10 yrs. exp. In- 
justrial & Consumer. Creative Ideas. Com- 


pelling copy, comprehe nsive planning 31, 

married, 2 degrees, N Area. $7800 
Box 4061, ADVERTISING 
11 E. 47th St., New York 17, N 


BUSINESS OPPORTUNITIES 
} ESTABLISHED SMALL CHICAGO 
AGENCY with complete production facil- 
ities will consider merging with similar 
| organization—object e xpansion 
| Box 4050, ADVERTIS 3 AG 
} 200 E. Illinois St., Chicago i, Til 


FINE OPPORTUNITY 
For established publisher's representative 
‘exclusive on the west coast) SAN FRAN - 
CISCO & LOS ANGELES to sell space in 
well known buyer's Guide for important 
state in the middle east area. Leads fur- 
nished. Excellent commission. Please give 
full details 

Box 4049, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
MISCELLANEOUS 
PROMOTIONS, PUBLICITY 
PUBLIC RELATIONS 
programs thoroughly organized, firmly 
established. Now scheduling 4 -12 week 
domestic and foreign assignments. Ben- 
ton Business Bureau, Morristown, N. J 

A GUIDE TO ART PRICING 
38-page Lllustrated Manual for determin 
ing cost of Advertising Art; Straight for 
ward; Up-to-Date; Reliable; in Easy-to 
Read form - a necessary working tool for 
Everyone in the Graphic Arts Industry 
$2.00, Postpaid. Roy Jacobs, Box 162 
Wash. Bridge Station, New York 33 


SPECIAL 
AND 


To Another Chicago Publisher 
Or Direct Mail User 


If you mail frequently to your own 
promotion list, perhaps we can main- 
tain your list for you at a consider- 
able saving. We must maintain our 
own lists, and therefore, we can 
= basic costs with you. We can 
share complete addressing, mainte- 
nance and mailing service with econ 
omies right down the line. Interested? 

rite or phone (DE 7-1336) Mr 
Hartenfeld, Circulation Director, Ad- 
vertising Age, 200 E. Illinois, Chicago. 


MEDIA DIRECTOR WANTED 
FOR N.Y. AGENCY 


“sho 


siiity 


bh 
ulars 4 


partic 


luding salary require 
ee Age 
is Chicago 11, Tl 


SALES PROMOTION 
MANAGER WANTED 


If you have a well-rounded agricul 
tural education, experience with poul 
try and livestock, like to write, and 
know your way around in selling 
and advertising, there is an opportu 
nity for employment with a reputa 
ble, growing laboratory organization 
where initiative, resourcefulness and 
practical ideas for sales promotion 
will be justly rewarded 

Please write immediately, giving 
your experience, age, and salary de 
sired. Address 

Box 7977, Advertising Age 
200 E. Illinois St., Chicago 11, Ill 


Phone L. 


Substantial income selling creative litho and 
permanent type displays to national advertisers. 
Great opportunity for right man with graphic 
arts background in sales, merchandising or ad- 
vertising. Established clientele plus large assign- 


ment of accounts, 


A. Sauer 


DISPLAY CORPORATION 


521 Broadway 


Broadway 6-9222 


Milwaukee, Wisconsin 
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CHRISTMASSY SHELF—These 12 Seagram's 7 Crown packages make a full-color winter scene on dealers’ shelves 


Better Homes Furniture Guild Is Formed 


Cuicaco, Oct. 2—Better Homes 
Furniture Guild, a nationally ad- 
vertised group of furniture stores, 
has been formed by Louis Herman, 
recently resigned sales represen- 
tative of Selrite Inc., furniture 
specialties manufacturer. 

The guild is selling memberships 
at $100 a year to selected furniture 
outlets, who will carry the guild’s 
insignia and receive its buying 


service. The $100 fee will apply - 


to the first 300 members (member- 
ship now numbers 35), after which 
the fee will range from $125 to 
$250, depending upon each store’s 
volume. 

Advertising will start in Jan- 
uary, 1952, and at the outset will 
consist of b&w half pages, at the 
rate of two ads per month, in Bet- 
ter Homes & Gardens, House Beau- 
tiful and House & Garden. Later 
on magazines distributed through 
food stores may be added to the 
schedule. 


will stress that the 
guild protects the consumer by 
franchising only furniture stores 
that are pledged to give highest 
quality at moderate prices. | 

The guild’s buying service tells 
members about good buys in fur-| 
niture and passes on other infor- 
mation that might be of value to! 
the retail operator. Electros of 
guild-sponsored ads also will be 
made available for use by dealers. 

Mr. Herman told AA that he} 
formed the guild to help furniture | 
retailers meet the ever-increasing | 
competition of department stores 


e Ad copy 


Good Job 
Good Future 


FOR ABLE 
COPY MAN 


An important and prosperous 
Midwest agency—an agency of 
outstanding ability and vision 
—has an opening for a crack 
copy man who is ready to step 
into a position of authority and 
leadership. 


Salary to start: $10,000 (the 
equivalent of more than $15,000 
in Chicago or New York). Chance 
to grow: unlimited. 


Age requirement: Not under 
27 or 28, not over 45. Person- 
ality is a ‘‘must’’ requirement: 
Ability to get along with and in- 
spire the agency's present copy |) 
group—plus ability to win lik- 
ing and respect of clients. 


Applications will be consid- 
ered by head of company and 
kept strictly confidential. If ad- 
visable, a personal interview will 
be arranged at our expense. 


Address: R. J. Potts, President, 
R. J. Potts-Calkins & Holden, Inc., 
215 West Pershing Road, Kansas 
City, Missouri. 


UNIQUE COMBINATION 


of creative and selling talents. Currently head 
of TV/Radio dept. in well-known N. Y. 4A 
agency. Also outstanding record as AE and New 
Business man. A seasoned, successful and versa- 

q strong on creative 
1 planning If your 
agency is solidly established but has worlds stil! 
to conquer, this may be the added fire power 
you need. Box 7973, Advertising Age, 11 E. 42nd 
St., New York 17, N. ¥ 


These stores have shown gains in 
furniture sales not because they 
offer a better value, he said, but 
simply because they furnish su- 
perior service—something many 
furniture dealers fail to do. 

By gaining recognition for stores 
through promotion of the Better 
Homes Furniture Guild, Mr. Her- 
man added, he hopes to instill in 
people the thought that a store 


displaying a BHFG label is a rep- 
utable store “offering both ser- 
vice and satisfaction.” 


Grey Gets McGregor Account 

David D. Doniger & Co., New 
York, has appointed Grey Adver- 
tising Agency, New York, to han- 
dle the entire advertising program 
for McGregor sportswear. Hir- 
shon-Garfield and E. M. Freystadt 
Associates are the previous agen- 
cies. 


Levy Resigns from Disney 
William B. Levy has resigned as 
world-wide sales manager of Walt 
Disney Productions Inc., to devote 
full time to his personal interests, 
among them his position as man- 
aging director of Wilbank Publi- 
cations Ltd. He will continue with 


the Disney organization in an ad- 
visory capacity 


Philly Adclub Now Guild 

The Junior Advertising Club of 
Philadelphia has changed its name 
to the Philadelphia Guild of Ad- 
vertising Men. 


Specialized TRADE PUBLICATIONS 
1170 Broadway,N.Y.1, « 


HANDBAGS & 
ACCESSORIES 


The only publication in the 
field of coordinated 
accessories merchandising, 
Coast to coast ABC PAID 
coverage. “The bible of 

handbags, gloves and @ 
accessories buyers.” @ 


MU 3-8700 


oe 


Canada’s famed Stephen Leacock, bless his smiling lines, poked his 
ribald pencil to set us chuckling at that human frailty of beating 


about bushes. 


Apt advertisers in seeking pay-load markets know its folly. Beating 
about bushes is strictly for other birds. 

WEEKEND PICTURE MAGAZINE pokes all its publishing pencils 
at Canada’s concentrated urban markets. In Canada’s media circles, 
this is a horse of a different color. Makes WEEKEND PICTURE 
MAGAZINE a hot favorite with penny-wise product pushers. 80% 
of WEEKEND'S 900,000 circulation sets its weekly course in Canada's 
choice areas, the concentrated bulk of Canada’s spending power. Read 
by more than half of all the English-speaking families. 

Facts and figures available from O'Mara & Ormsbee, New York; 
The John E. Lutz Co., Chicago, and our offices in Toronto and 


Montreal. 


+ 
In 1 5S leading Canadian newspapers 


with a total circulation of 


“"900,000 
“Effective Jan. Sth, 1952. f 


e flung himself 
upon his horse 
&€ dashed madly 
off in all 


directions...” 


STEPHEN LEACOCK 


WEEKEND 


Published by 
The Montreal Standard Publishing Company 
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Popai ‘Fact Reports’ Tell Case Histories 


Oct. 2—A series of 
of the successful use 
in-store displays 
advertise! 
the Point- 
Institute 
series 1S 


New Yor«K 
e histories 


“a 
of window and 


by leading national 
cornpiled by 
Advertising 
the 


na een 
Purchase 
Fact Reports,” as 


titled, “point out how much various 
types of displays in retail stores 
to the effectiveness of an ov- 
er-all advertising program. They 
te how display produce defi- 
te measurable increases in 

es volume and“ profits at the 
final pay-off points—-the retail 
of the first two reports 


ve been mailed to more than 3,- 


ley @) you NEED to advertise to 
(California, Oregon, Washington, 
Idaho, Utah and Arizona) packers of 
canned, glassed, frozen and dried foods? 
WESTERN PACKING NEWS SERV- 
ICE (established 1939) is the most 
economical way to cover this field and 
carries advertising from such firms as 
Schmidt Lithograph, American Can, 
Stecher-Traung, Corn Products, etc., to 
name a tew 

We will be pleased to send you a sam- 
ple copy, advertising rates and sales 
talk which is brief. Since we are not 
listed in SR&® this is the only way 
you will ever hear of our publication 
Also our low rates do not permit the 


payment of either agency or cash 
discount. 
If you ave interested, write 


'S. D. McFADDEN NEWS BUREAU 
7 Front Street * San Francisco 11, Calif. 
{isa publishers of 
WESTERN TRUCKING NEWS SERVICE 


Advertisement) 


advertisers and to 
executives who work on 
their accounts. A new “Report” 
will be issued by Popai about once 
a month 

Advertisers may obtain copies 
from J. K. Gould, executive di- 
rector of Popai, at 16 E. 43rd St 


000 


agency 


national 


Jaeger Joins Prockter 


Andrew P. Jaeger, who has re- 
igned as director of DuMont Tele- 
vision Network's film operations, 
has been named v.p. and general 
manager of Prockter Syndications 
International, a new company 
headed by Bernard J. Prockter, 
radio-TV producer. The company, 
which has opened offices at 221 
W. 57th St., New York, will syndi- 
programs for radio, TV and 
the theatrical film markets 


cate 


Higgins, Dignam Leave BAB 
Hugh M. P. Higgins, 
Broadcast Advertising Bureau, 
New York, and William Dignam, 
director of information and assist- 
ant to William Ryan, BAB presi- 
dent, have resigned effective Oct 
15. Mr. Dignam said he will begin 
working on a special assignment in 
the radio industry, for which he 
has been retained on an independ- 
ent basis, after a short vacation. 


director of 


| Appoints Pace-Wiles Agency 

| Pace-Wiles, Huntington, W. Va., 
has been appointed by Princess 
Elkhorn Sales Co., Huntington, to 
administer its advertising and sales 


| promotion program. The com- 
pany’s advertising will continue 
to be prepared and placed by 


Campbell, Reynolds & Evans, Chi- 
cago 


CRUSADE COORDINATORS—Key members of the Advertising 
Council's task force on the Crusade for Freedom campaign are 
left to right 
Anderson F. Hewitt, presi- 


shown discussing media plans. Standing 
Brown, v.p., Bakelite Co., coordinator 


William J. Shallow, 
ore Allan 


are William E. Baldwin, art director; 
James J. Mullen, copy, and Dean M. Coords, radio and TV. 


dent, Hewitt, Ogilvy, Benson & Mother, volunteer agency, and 


account executive. Seated around the table 
Norman Robbins, copy; 


Reynolds Backs Tallulah 


Reynolds Metals Co., Louisville, 
has signed the first half-hour of 
the Tallulah Bankhead “Big Show” 
on the NBC radio net at 6:30 p.m., 
EST. The company also has con- 
tracted for the first half-hour of 
every other “Kate Smith Evening 
Hour” on NBC-TV, 8 p.m., EST. 
suchanan & Co., New York, placed 
the contracts for Reynolds. 


A SUCCESSFUL 
BALANCING ACT 


Selling and Service 


ng backed by poor 


success Tre 


juires a constant 


balance between 


( 7 “ rd 


service increases the cost of selling. A practical realization of 


this basic fact underlies the cooperative service policy of the members of the 


Chicago Photoengravers Association. In parallel with competitive selling, 


embers work together to improve service to customers, to maintain 


fair trade practices, and to keep up the level of quality. A fore- 


ighted program for training young photoengraving craftsmen is 


supported 


by the members 


who employ 


over 1LOOO 


t 
photoengraving craftsmen. By maintaining an efficient 


balance 


between selling and 


service the 


mem- 


bers listed below consistently produce a majority 


of the fine photoengraving made in Chicago. 


AD PLATE ENGRAVING CO 
AMERICAN COLORTYPE COMPANY 
BLOMGREN BROS. & CO 
BONCRAFT CORPORATION 
CENTRAL TYPESETTING 

& ELECTROTYPING CO 
COLLINS. 


DOT ENGRAVERS INCORPORATED 
FAI THORN CORPORATION 
FOOTE, CONE & BELDING 


LAURENCE, INC 


MANZ CORPORATION 
MILLER & HUTCHINGS, INC 


YONNELLEY & SONS COMPANY 


NORTHWESTERN PHOTO 
ENGRAVING CO 


CHICAGO 


GLOBE ENGRAVING & ELECTROTYPE CO 
ILLINOIS PHOTO-ENGRAVING COMPANY 
JAHN & OLLIER ENGRAVING COMPANY 
LAKE SHORE PHOTO ENGRAVING CO INC 


LIBERTY PHOTO ENGRAVING CO. INC 
McGRATH ENGRAVING CORP 


THOS. F McGRATH & ASSOCIATES 
NATIONAL ENGRAVING COMPANY 


PONTIAC ENGRAVINGS ELECTROTYPECO 
PREMIER ENGRAVING COMPANY 
PROCESS COLOR PLATE CO 
PUBLISHERS ENGRAVING COMPANY 
RELIABLE ETCHCRAFT CORPORATION 
REVERE PHOTO ENGRAVING CO 
ROGERS ENGRAVING COMPANY 
STANDARD PHOTO ENGRAVING CO 
STEARNS & COMPANY 

SUPERIOR ENGRAVING COMPANY 
WALLACE-MILLER CO 


PHOTOENGRAVERS ASSOCIATION 
BOARD OF TRADE BUILDING * CHICAGO 


Park & Tilford Is 
Cutting Its Bonded 
Bourbon Price by $1 


New York, Oct. 3—The first 
price reduction this year on a 
well-known bonded whisky be- 


came effective Oct. 1, when con- 
sumers were able to purchase Park 
& Tilford bottled-in-bond bourbon 
for about $1 less per fifth in most 
leading markets. On Nov. 1 the 
reduced price will be made effec- 
tive in other states, including New 
York and Minnesota. The price re- 
duction amounts to about 16% 

Arthur D. Schulte, president of 
Park & Tilford Distillers Corp., 
explained that the lower price 
was made possible “by the com- 
ing of age of large stocks of 
straight bourbon whiskies dis- 
tilled in our Kentucky distilleries 
during 1947.” 

This, he said, had created a fa- 
vorable inventory position for the 
company’s Kentucky bourbon. “An 
anticipated sales increase, made 
possible by this enhanced inven- 
tory,” he said, “will enable us to 
produce our bonded bourbon at a 
lower cost per unit. In keeping 
with our traditional policy, we are 
passing this saving along to the 
consuming public.” 


e A similar 16% price reduction, 
for the same reasons, was made 
last year on the company’s 90- 
proof, four-year old Kentucky 


bourbon. 

Price filing regulations in var- 
ious states, it was pointed out, are 
responsible for the difference in 
the effective date of the price re- 
duction on the company’s bonded 
bourbon. Typical price changes 
are from $5.99 to $4.89 in Cali- 
fornia, from $5.99 to $4.99 in New 
Jersey, from $5.85 to $4.85 in 
Connecticut and from $5.65 to 
$4.54 in Michigan. In New York, 
the reduction is from $5.97 to $4.99 

The company is breaking a 
newspaper advertising program 
this week in markets where the 
new prices become effective. Run- 
ning weekly through the end of 
the vear it will use 600-line 
in metropolitan papers, featuring 
its bottled-in-bond bourbon and 
other whiskies 

Storm & Klein is the agency. 


ads 


Haid Named WSPD Manager 

Allen Haid, for the past year 
manager of WSAI, Cincinnati, has 
been appointed general manager 
of WSPD, AM, FM and TV, Tole- 
do. He succeeds the late Edward Y. 
Flanigan. Glenn C. Jackson, pro- 
gram director of WSPD, has been 
shifted to WMMN, Fairmont, W 
Va., as v.p. and general manager. 
All three outlets are Fort Industry 
stations. 


Pearson Joins Smith, Taylor 
Richard K. Pearson, formerly 
part owner of Pearson Advertising 
Co., New Kensington, Pa., has been 
named a copywriter with Smith, 
Taylor & Jenkins, Pittsburgh. 


eee and You Can Cover 
Central New York with 


“People Sell Better ei Paper’ 


SUNY AGUS 


NBC Affiliate. WSYR-AM-FM-TV—the Only 
COMPLETE Broadcast Organization in Central New York 


Headley-Reed, National Representatives 
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Advertising Age, October 8, 1951 


Conventions 


“Indicates first listing in this column 


Oct. 7-9. Tenth District, Advertising 
Federation of America, Washington-You- 
ree Hotel, Shreveport, La 

Oct. 11. National Assn. of Magazine 
Publishers, fall meeting Westchester 
Country Club, Rye, N. ¥ 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 

Oct. 15-16 
67th annual 
Chicago 

Oct. 16-19. Affiliated Advertising Agen- 
«.es Network, annual meeting, Sheraton 
Hotel, St. Louis 

Oct 17-19. Direct Mail 
Assn., 34th annual 
Schroeder, Milwaukee 

Oct 18-20. Pacific Council, American 
Assn. of Advertising Agencies, Coronado, 
Cal 

Oct. 19-20. Fifth District, Advertising 
Federation of America, Fort Hayes Hotel, 
Columbus, O 

Oct. 21-24. Screen Process Printing 
Assn., third annual convention, Bellevue- 
Stratford Hotel, Philadelphia 

Oct 22-23 Agricultural 
Assn., annual meeting, Chicago 

Oct. 24-25. Ohio Assn. of Broadcasters, 
fali meeting, Hotel Carter, Cleveland 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circula- 
tions, annual meeting, Congress Hotel, 
Chicago 


Inland Daily 
meeting, 


Press Assn., 


Congress Hotel 


Advertising 
Hotel 


conference 


Publishers 


Oct. 25-27. Advertising Typographers of 
America, 25th 
Nacional 


annual convention, 
Have wna, Cuba 
). Central Council, 
ivertising Agencies, Chicago 
28 Intercity Conference of 
Women's Advertising Clubs, AFA, Tole- 
do, O 

Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va 

Oct. 30-31. New York, New England 
and Atlantic Councils, American Assn 
of Advertising Agencies, Roosevelt Hotel, 
New York 

Nov. 12-13. First District, Advertising 
Federation of America, Boston 

Nov. 12-15. Financial Public Relations 
Assn annual convention Hollywood 
Beach Hotel, Hollywood, Fla 

Nov 13. Michigan Council, American 
Assn. of Advertising Agencies, Detroit 

Nov. 18-19. National Business Publica 
tions, annual meeting, Drake Hotel, Chi- 
cago 

Nov 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 
Edgewater Beach Hotel, Chicago 

Nov. 20. Controll:d Circulation Audit, 
annual meeting, Drake Hotel, Chicago 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton 

*Jan. ‘9-20, 1952. National Advertising 
Agency Network, western regional meet- 
ing, Nicollet Hotel, Minneapolis 

Jan. 20-23, 1952. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago 

Jan. 24-26, 1952 
the West, 
land, Cal. 


Hotel 


American 


Advertising Assn. of 
midwinter conference, Oak- 


GOOD COFFEE IS 
FRONT PAGE NEWS 


tated Gane 
———— Practeu z 


NEW TWIST—Using copy from an AP 

feature story on coffee, Roundy, Peckham 

& Dexter Co., coffee maker, placed this 

unusvel ad in the Milwavkee Journal 
Sept. 24. 


Jan. 25-26, 1952. Assn. of Railroad Ad- 
vertising Managers, Sheraton Hotel, St 
Louis 

*Jan. 26-27, 1952. National Advertising 
Agency Network, eastern regional meet- 
ing, New Weston Hotel, New York 

*Feb. 8-9, 1952. Pennsylvania Newspaper 
Publishers’ Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg 

*April 1-3, 1952. Point of Purchase Ad 
vertising Institute, annual 
Waldorf-Astoria, New York 

June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New 
York 

June 22-26, 1952. Advertising Assn. of 
the West, annual convention, Olympic 
Hotel, Seattle 

June 29-July 2, 1952. National Indus- 
trial Advertisers Assn., annual conference 
Palmer House, Chicago 


symposium, 


Sponsors Back ‘Crusade’ 

“Crusade in the Pacific,” the 
film sequel to “Crusade in Eu- 
rope,” which the March of Time, 
New York, is offering to television 
stations on a market-by-market 
basis, has been sold in 42 markets 
to date. The weekly series has al- 
ready started in many cities. Mil- 
ler Brewing Co. Milwaukee 
(Mathisson & Associates), has 
bought “Crusade” on several sta- 
tions. 


General Electric Names Two 
Paul M. Augenstein, sales mana- 
ger for electric ranges, has been 
promoted to manager of sales of 
General Electric Co.’s electric sink 
and cabinet department, Bridge- 
port. Howard A. Oliphant, Seattle 
appliance sales manager, succeeds 
Mr. Augenstein and will have his 
office in the Louisville plant. 


NOW 
READY 


peat 


1951 READER AUDIENCE STUDY 


todays health 


AMERICAN MEDICAL ASSOCIATION 


The TODAY'S HEALTH 1951 READER 
AUDIENCE STUDY unfolds a complete 
picture of the most important 

Health-minded market. Here are 


the facts you need and want 
when selecting media for suc- 
cessful advertising. You'll find 
it important to your plans for 
1952 advertising schedules. 


iar 


535 W. DEARBORN ST., CHICAGO 10, ILL. 


YU YU 


bela 


U. S. CofC Pens Ad Facts 


To help clear up misconcep- 


tions about advertising, the Cham- | 
ber of Commerce of the U. S. has} 
published “Fables and Facts about! to handle advertising for a new 
a series of three il-/| enlisted 
drive. 


Advertising,” 
lustrated pamphlets designed to 
dispel fallacies about advertising 
and to present its true relation- 
ship to the American economic 
system. The series is available for 
redistribution at $3 a hundred 
Free samples may be obtained 
from the Committee on Advertis- 
ing, Chamber of Commerce of the 
U. S., Washington 6 


Koret Ties In with Pan-Am 

Using the theme “Season in the 
Sun,” Koret of California, San 
Francisco women's sportswear 
manufacturer, will tie in with Pan- 
American World Airways in ads 
during the spring. Abbott Kimball 
Co., San Francisco, is preparing 
the drive 


Hills-McCanna Boosts Kidde 

R. T. Kidde has been promoted 
to general sales manager of Hills- 
McCanna Co., Chicago pump and 
valve manufacturer. 


Gets Recruiting Account 
Getschal & Richards, New York, 

has been appointed by Headquar- 

York Military 


ters, 


New 


reserve 


corps recruiting tising manager 
Newspapers and radio will been named assistant 
be used throughout the state. 


Frank 


Greeley 


District, Bunny Bear Inc 


manager 


Greeley Gets S.M. Post 


pointed acting sales 
Everett, 
in addition to his duties as adver- 
Robert Cedar has 


ws 


It’s “TOPS” in its 


of action.. 
on merchandising, 


. to boost volume 


HAIRE Specialized TRADE — 


MU 3-8700 


1170 Broadway, N. Y"1, 


COSMETICS & 
TOILETRIES 


The business magazine 
advance news 


marketing and promotion 


at the point of sale! 


At Exactly the same 


time...Clea © Cross 


the nation! 


VOW —no matter where you are located 
—through Emery’s new Timed Delivery Plan, you can blanket every 
point in the country simultaneously with: 


Sales and Advertising Literature 
Advertising Mats and Plates 
Point-of-sale Material 


Price Changes 


Samples 

Radio Platters and TV Film Spots 
Small Replacement Parts 
Product-conversion Parts 


In fact, anything normally shipped via parcel post ean now 
move at air speed and low cost! 


Get ready now for your next advertising campaign, sampling 
campaign or national dealer contact. Get the jump on competition ... 


try this sure 


stop-watch timing. 


fire method of reac 


your dealers simultaneously with 


An Emery Timed Delivery man is ready to help you plan 
your next distribution schedule. Call or write today for our new folder, 


— Of) EMERY AIR FREIGHT CORPORATION 


General Office: 801 Second Avenue, New York 17, ORegon 9-1020 


Offices in Atlanta, Balti 
Detroit, Hartford, Ine 


Louis, San Francimeco, Syracuse, 
Agents in all other major cities and towns in the U.S. A. 


ore, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Das ton, 
anapolis, Kansas City. 
Newark, Philadelphia, Pittsburgh, St. 


Los Angeles, Milwaukee, Minneapoli«-St, Paul, 
Washington, D.C. 
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I'm the family’s 


PURCHASING 
AGENT! 


Across America 1,515,215 families 
subscribe to the Our Sunday Vis- 
itor-Register UNIT—for news and 
features they want—exclusive fea- 
tures and reporting just for them! 

Invite, attract, urge these thou- 
sands of growing families to buy 
from you! 

Wise, profit-minded national ad- 
vertisers take advantage of this 
unusually high readership, confi- 
dence and interest in every weekly 
edition. Puiling power plus . . . in 
this sales-making UNIT for you! 


"Get the facts— 
Get the profits! 


Write, wire or telephone for perti- 
nent information about this Our 
Sunday Visitor-Register UNIT. Let 
us show you how effectively and 
* profitably you can benefit by sell- 
ing your merchandise to these 
housewife-purchasing agents of the 


special family buying market across 


Lo15.215 


M hi sin 


qi nit 
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NATIONAL 


Dr Ce ING 


Orareonan 


REPRESENTATIVES 


xsoetn 


Purpose of Exhibit Audits Explained; 
Du Pont Designer Attacks Exhibit Rules 


Cuicaco, Oct. 2—Trade show ad- 
vertisers frequently approach ex- 
hibits unrealistically and specific 
results cannot be added up, ac- 
cording to Charles D. Scott, super- 
visor of exhibits and science dem- 
onstrations, advertising and publi- 
city department, General Electric 
Co. Mr. Scott voiced this opinion 
yesterday at the 25th anniversary 
conference of the Exhibitors’ Ad- 
visory Council here, in his report 
on the Exhibits Attendance Audit 
Bureau. 

“When that happens, what does 
it leave but a sad memory of long 
hours and aching feet,” he said. 
“We must provide the yardsticks 
that will permit the best applica- 
tion of industrial exhibits, fitted 
into marketing programs in ways 
that will assure the kind of results 
called for by the expense and ef- 
fort which go into them. 

“The Exhibitors’ Advisory Coun- 
cil has advanced the idea that at- 
tendance at industrial and trade 
shows should be analyzed for con- 
tent, and factual data about it put 
in the hands of those who select 
shows, who plan exhibits, and who 
must evaluate the results of this 
kind of effort. 


e “It was obvious that an audit 
bureau could be of universal help 
by introducing standards and reg- 
ulations for compiling and report- 
ing attendance data, by setting up 
some yardsticks for audience mea- 
surement, and by providing an 
agency for certifying the accuracy 
and reliability of the information 
being reported.” 

For this reason a Show Audit 
Committee was organized by the 
council’s trade show clinic in 1949, 
Mr. Scott said. “A definite plan for 
an operating audit bureau began. . . 


Finally, in February of this year, 
the formation of the Exhibits At- 
tendance Audit Bureau was an- 
nounced and the EAC committee 
was dissolved.” 

The bureau, he said, 
principal purposes: 

‘1. It wants to analyze show at- 
tendance and make detailed infor- 
mation available. 

“2. It will audit show managers’ 
statements of attendance and, after 
auditors’ examination finding them 
up to standard as to accuracy and 
coverage, will publish them in re- 
port form with a statement attest- 
ing to their reliability. 

“3. It will set up general stand- 
ards and regulations to guide the 
preparation of attendance reports 
and the compilation of statistics. 

“4. It will endeavor to assist 
show managers in planning and 
preparing their attendance break- 
downs to reveal the facts of show 
attendance in the most helpful 
form. 


has four 


s “The Exhibits Attendance Audit 
Bureau will be run on a non-prof- 
it basis, and it is organized essen- 
tially as a committee type of oper- 
ation. Audit charges will be de- 
signed only to reimburse the bu- 
reau for auditors’ fees and the ad- 
ministrative expenses of the oper- 
ation. The audit reports published 
by the EAAB will be distributed 
to members of the exhibitors coun- 
cil and to the headquarters offices 
of the other associations taking 
part in the audit bureau. In ad- 
dition, exposition managers will 
distribute the certified reports to 
their exhibitors and prospects. 
“Today the Audit Bureau stands 
at a cross-roads ... It stands ready 
to serve the shows and exhibits 
field and I believe, to assist help- 


City 
OAKLAND 


1 

2. San Francisco 
3. Long Beach 

4. Los Angeles 

5. San Diego 


Tribune. 


DAILY 


189,821 
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R & WOODWARD, INC. 
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National Representatives Inchuding Sunday 


In CALIFORNIA 


in per capita retail sales among cities of 
more than 200,000 population. 


Source: U.S. Dept. of Commerce, 
Release dated May 28, 195! 


Reach the able-to-buy families of this rich Oakland 
market by using the No. | sales medium, the Oakland 


TOTAL NET PAID CIRCULATION 


(A.B.C. Publisher’s Statement, March 31, 1951) 
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FIRST TIME—The Russian headline in this 
ad in the Philadelphia Evening Bulletin, 
Sept. 24, is unusual enough, but the 
fact that a liquor advertiser broke into 
the Bulletin’s ad columns for the first 
time in the long history of that news- 
paper sets a precedent. J. M. Korn Co. 
is the Margo agency. 


fully by providing a new tool of 
universal use to the field, one that 
offers a means for pointing up the 
excellent marketing opportunities 
of exhibits. 

“You exhibitors who see the val- 
ue of collected show information. . . 
should make yourselves heard. Let 
exposition managers know the 
kind of information you want, and 
stand ready to help in a practical 
way if a manager asks for your ad- 
vice in settling upon the kind of 
information that applies.” 


@ Dominico Mortellito, designer, 
E. I. Du Pont de Nemours & Co., 
stated that trade show manage- 
ment restrictions on booth height 
make it “impossible” for exhibi- 
tors to display simply and effec- 
tively in standard, moderate-size 
booths. 

“To design the appropriate set- 
ting, the props, the proper work- 
ing area for the sales working rep- 
resentative, the particular counter 
support or structure for an ex- 
hibit, knowing the purpose and in- 
tent of your sales department is 
not a phenomenal task for any 
competent professional designer,” 


Advertising Age, October 8, 1951 
he said. “But the rules and regula- 
tions, in most of the present day 
trade shows, are such that your de- 
signer is limited to the creation of 
nothing more than a back wall 
treatment and anything else which 
he can conjure up, and is feasible 
below the belt line.” 


@ He said that in a standard booth 
limited to 8’ depth the sales rep- 
resentative usually needs to keep 
exhibited material at eye level. 

“Let us assume that this material 
must be seen from many sides and 
that it will be necessary for sever- 
al technical and production people 
to observe and discuss this product 
at the same time,’ Mr. Mortellito 
said. “To do this exhibiting, discus- 
sion and sales job simply and ef- 
fectively, without superfluous 
tricks that may obscure your sales 
presentation, is impossible under 
the present regulations, in a stand- 
ard booth 10° wide, 10’ deep and 8 
high. 

“Of this booth space, your de- 
signer can use only a fifth of the 
rented surface and a tenth of the 
rented cubic space for telling his 
story.” 

He urged show management to 
allow for “a more reasonable de- 
sign flexibility,” and said that in- 
dividual exhibitors would solve the 
problem of abuses of increased 
depth or exhibits that block ad- 
jacent exhibitors from view. 


Amm-I-Dent Gets TV Show 

Block Drug Co., Jersey City, has 
signed “Crime with Father,” over 
ABC-TV, 9-9:30 p.m., EST, start- 
ing Friday, Oct. 5. Amm-I-Dent 
toothpaste and powder is being 
featured on the show, as it is on 
Block’s other TV network show, 
“Danger.” Other media for the 
product include spot radio in 100 
markets, three major Sunday mag- 
azine groups and women’s maga- 
zines. Cecil & Presbrey, New York, 
is the agency. 


Richards Agency Moves 
Fletcher D. Richards Inc., Chi- 
cago, has moved to new and larger 
quarters at 221 N. LaSalle St. 
Thomas R. Hopkins, formerly with 
Biow Co. and Beaumont & Hoh- 
man in San Francisco, has joined 
the agency’s creative department. 


Mucinum to Rader 

American Mucinum Inc., New 
York, has named Kenneth Rader 
Co., New York, to handle adver- 
tising for Mucinum, a French lax- 
ative. Copy is now running in 
newspapers in major markets. 
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'] Display won't do the work of 10; | 


A basic unit 

like this ~ «pte Scotsman 

. PLUS a series of interchangeable 
panels featuring other Temco 
products and designed to be 
“held in its hands” .. . is a mighty 


flexible display. It's economical, too. 


u save on engraving costs because 
one major element can serve your 


entire line. If you, too, are marketing 


everal products, why not consider 
this single, economical kind of 
point of sale unit and have it... 


Sales Engineered by 


LONSOLIDATED 


Lithographing Corporation 
MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Man OF -¢ and Plant 1013 Grand Street, Brooklyn VN Y 
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There's Lots of Money 
in Hadacol, But Whose? 


(Continued from Page 1) 
solve the actions and give the com- 
pany a chance to recoup. 

The petition, filed because the 
company “was unable to pay its 
debts,” includes a combined bal- 
ance sheet for the two companies 
(the Maryland corporation is a 
holding company for the Louisiana 
company) showing current liabili- 
ties of $4,263,647—including ac- 
counts payable of $2,000,000, a 
federal tax lien of $655,000, and 
notes payable of $499,000. As as- 
sets, the company had $73,000 in 
banked cash, $2,271,000 in accounts 
receivable, $687,000 in inventory, 
and real estate carried at $1,577,- 
000. 


@ The petition goes on, however, 
to explain that the assets may be 
smaller and the debt larger, be- 
cause “verification of accounts re- 
ceivable...indicates that a large 
part of the sales represented were 
made on consignment and so the 


goods can be returned.” Further, | 


“accounts payable are or may be 
substantially in excess of those 
shown because debts owed by Le- 
Blanc to customers for cooperative 
advertising expenditures were not 
shown.” 

Based on what Mr. Davis told 
reporters, a picture of financial 
legerdemain as fascinating as Had- 
acol’s medical caravans began to 
appear: 

Up until April of 1951, Hadacol 
sales were booming and some $25,- 
000,000 came rolling in during the 
preceding 15-month period. Of 
this $25,000,000 some $7,000,000 
went into the product, $9,700,000 
into advertising, $2,400,000 into 
selling, $1,150,000 into distribution, 
and $1,310,000 into “general and 
administrative” expenses. This left 
a profit of $3,594,000, but in the 


next three months sales fell to 
$3,154,000 and a net loss of $1,- 
859,000 was suffered. For the 


three months ended Sept. 30, the 
next quarter, the company figures 
probable loss at $700,000. 


se However, in August, Arthur 
Lans, now president of the Le- 
Blane Corp. of Maryland, with 
some associates bought the com- 
pany from Sen. LeBlanc, paying 
$250,000 in cash, and providing a 
contract for profit participation 
and other benefits which brought 
the total price to about $8,000,000. 

This happened Aug. 24. About 
three weeks later, an examination 
of the books disclosed that the 
company would have financial dif- 
ficulties. 

Standard Factors Corp., New 
York, is now suing LeBlanc Corp. 
for $120,000, charging that on Aug. 
31 the company obtained $150,000 
from Standard “under false and 
traudulent presentations and state- 
ments.” Standard filed its suit 
Sept. 24. 


@ Standard says it advanced the 
money under an agreement as- 
signing to it all the LeBlanc com- 
pany’s accounts receivable, about 
$2,000,000. Standard charges that 
the officers of LeBlanc—who seem 
to be Mr. Lans, Howard Lawn 
(both men are attorneys with a 
common address) and Richard L. 
Brown, who was general manager 
of the original Hadacol operations 
—said the accounts were good and 
collectable. On investigation, 


Standard’s complaint alleges, | 


“some of the accounts were non- 
existent and in many cases mer- 
chandise had been delivered on 
consignment.” 

The role of the Tobey Maltz 
Foundation of New York, the non- 
profit research corporation which 
Sen. LeBlanc first announced as 
Hadacol’s owner, is less clear. Har- 


old Ischelbaum, president of the 
foundation, told AA that the foun- 
dation has no interest in Hadacol, 
but had originally been supposed 
to get some royalties or “some of 
the profits.” 


@ Sen. LeBlanc, contacted by the 
AP, said of the FTC suit that “if 
I wasn't running for governor, this 
complaint would never have hap- 
pened...and I wouldn't be sur- 
prised if I was investigated for in- 
come tax.” He said he had agreed 
to change Hadacol’s advertising 
and the FTC agreed to drop its 
complaint. The senator had been 
reportedly retained as advertising 
director by the new company, with 
a salary of $100,000 a year. 

In New York, a spokesman for 
the New York Credit & Financial 
Management Assn. (an association 
of 3,500 companies, now 56 years 
old) expressed the opinion that 
it would be three weeks before the 
names of creditors and the amounts 
they are owed would be known. 
He pointed out that the judge's 
approval of the petition was mere- 
ly permissive to proceed, that no 
plan for reorganization had been 
advanced, and that it might “take 
a year” to get one in operation. 
Under these terms, he theorized 
that Standard Factors Corp.'s suit 
would give it the stature of a “se- 
cured creditor,” or well up on the 
list. 


@ Investigation by ADVERTISING 
AGE, in the meantime, indicated 
that regardless of other effects of 
the LeBlanc difficulties, media 
were not likely to suffer much of 
a credit loss. 

On Sept. 26, Majestic Advertis- 
ing Agency, which handled Hada- 
col, 
newspapers and 
which had been 
list: 

“We regret to advise you that 
for the first time in the history of 
our dealings with newspapers, ra- 
dio stations and other advertising 
media, we find that we must ask 
for time in reference to the Le- 
Blane Corp. (Hadacol) account 
represented by your last billing. 
However, since the announcement 
of the sale of the LeBlanc Corp. 
for which we place the Hadacol 
advertising, that corporation has 
held up payment to us. 

“In this connection, I wish to 
advise you that the Majestic Ad- 
vertising Agency owns credit in- 
surance with American Credit In- 
demnity Co. of New York on the 
LeBlane account in an amount 
considerably in excess of the Ma- 
jestic Advertising Agency's obliga- 
tions to you and all other media.” 


radio stations 
on the Hadacol 


@ The letter was signed by L. H. 
Towner, who is presumed to be the 
sole owner of Majestic. The agency 
was formerly Hedrick & Towner, 
and took its new name when Mr. 
Hedrick left to take over the pro- 
motion post at LeBlanc Corp. Mr. 
Hedrick dropped dead from a heart 
attack in Philadelphia Aug. 29. 

Furthermore, the impression in 
newspaper and radio circles par- 
ticularly is that Hadacol has prac- 
tically stopped paid advertising on 
a local basis, unless the local news- 
paper or radio station could per- 
suade local druggists to pay 75% 
of the cost. 

ADVERTISING AGE learned that 
Newspaper Advertising Service, 
the space-selling service affiliated 
with National Editorial Assn., a 
trade association of weekly news- 
papers, had put Hedrick & Towner, 
the predecessor agency to Majestic, 
on a 75% -deposit-with-order basis 
some time ago, when it was unable 
to get a credit rating. This proce- 
dure, NAS says, effectively killed 


% you're # big girl 


TOI 


mat 
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BATTLE OF THE BULGE-—This Kops Bros. 
Nemo circlet foundation ad which will 
appear in The New Yorker in November 
declares on open war on plumpness. The 
campoign will also run in New York 
Times Magazine, This Week Magazine, 
Vogue, ne pers and busi publica- 
tions. Cecil & Presbrey is the agency. 


the business. 

Others reported, however, that 
Majestic has always paid its bills 
promptly, and that there has been 
no complaint about credit in con- 
nection with Hadacol space or time 
purchases. 


|@ Reached by AA in Houston, L. 


sent the following letter to | 


H. Towner, owner of Majestic, said 
that his liabilities to media— 
newspaper and radio combined, 
since he hasn’t recently used out-| 
door for Hadacol—amount to! 
about $100,000. He can’t be cer- 
tain because all the bills aren't in 
vet, he said, but his August billing 
was $90,000 on Hadacol. 

He expressed no concern, be- 
cause the American Indemnity In- 
surance Co. covers him for “well 
in excess of that amount” (he did/ 
not tell AA the amount of his cov 
erage). He said he has insured Le- | 
Blanc’s credit from the time he) 
first had the account. 


“It was a 
big account,” he told AA, “and I 
wanted to be covered.” 


As for LeBlanc’s cooperative! 
liabilities, Mr. Towner had no 
idea. 


“I didn’t handle that,” he said. | 
| 


@ Under the terms of his agree-| 
ment with American Indemnity, 
Mr. Towner cancelled all of his 
commitments with newspapers and 
radio stations Sept. 12, he said. | 

“About all I hear from these 
smal] newspapers and radio sta- 
tions is—when is Hadacol going to 
start advertising?” Mr. Towner re- 
ported. “In fact, some of the radio 
stations wanted to keep right on 
going.” 

Ruthrauff & Ryan, whose Chi- 
cago office had been working on 
some test campaigns for Hadacol, 
reported that R&R work with Le-- 
Blanc had “pretty well tailed off,” 
and that any amount due it would 
be minimal. 

In Chicago, it was reported that 
R&R hasn't placed any Hadacol 
business for three or four months. 
The agency is said to have had an 
initial appropriation from the com- 
pany of $250,000, but has not had 
any additional appropriations. 
There seems some reason to be- 
lieve, although it could not be con- | 
firmed, that a small portion of the 
initial $250,000—perhaps $20,000— 
has not been collected from the 
client. 


Davis Joins Broyles 


Claude B. (Dave) Davis, for- 
merly with Conner Advertising | 
Agency, Denver, has joined Galen 
E. Broyles Co., Denver, as an ac- 
count executive. 


Parke, Davis Boosts Rames 


H. B. (Hank) Rames, field man- 
ager in Denver, has been promoted 
to manager of the chain store 
sales division of Parke, Davis & 
Co., Detroit. 


NBC Structure 
Revised; Rates 
Will Be Changed 


(Continued from Page 1) 

As its structure is now set up, 
the NBC network consists of 29 
basic stations which are “must 
buys,” supplementary stations in- 
dividually available with the bas- 
ic network, and stations in several 
supplementary groups which are 
available with the basic network 
only in geographical clusters or 
combinations of clusters. These 
classifications will be completely 
eliminated under the new plan. 

Instead, NBC, which has com- 
pletely re-evaluated every station 
in its lineup on the basis of its 
strength today, has designated a 
group of so-called “primary” sta- 
tions. This group of approximately 
40 to 50 stations was selected “to 
form a distinctive group of NBC's 
top-ranking facilities” which de- 
liver a basic nationwide cover- 
age, represent the most important 
U.S. markets and furnish circula- 
tion in these markets at the lowest 
cost per thousand. 


s (A possible source of opposition 
— if there be any—to NBC's plans 
may well be the three 
ates which were included in the 
basic lineup but did not make the 
most valuable “primary list.”’) 
The remaining stations, now in- 
cluded on the network and classi- 


affili- | 


fied as basic supplementary and | 
group supplementaries, will be re- 
classified in a consolidated supple- | 


mental group. 
Making up a third category will 


be approximately 100 new affili-| 


ates, which NBC expects to add as 
applications can be cleared. These 
will be called “premium” stations 
and will give an advertiser in- 
creased circulation in small mar- 
kets—at no added cost. These af- 
filiates will receive no payment at 


all from NBC and will join the! 


network merely for the free pro- 
gram _ service, 
value. 


@ The basic minimum require- 
ment of 29 stations now in effect 
will, however, be replaced by an- 
other provision. 

In network option time, the 
minimum purchase must be a net- 
work of stations totaling 75% of 
the gross cost for the period or- 
Hered. In station time periods, 
there will be “no formal minimum 
requirements beyond the provi- 
sion that the network ordered must 
be of a type and size satisfactory to 
NBC,” Mr. Denny explained. 


@ At the same time, Mr. Denny 
unveiled plans for a new type of 
programming service for NBC af- 
filiates. The network will provide 
them with programs for airing in 
station time periods. These pro- 
grams may be sold by the stations 
either in full or to advertisers who 
buy one-minute announcements 
NBC will air shows that can be 
recorded by the stations for de- 
layed broadcast at times best suited 
to their own needs 

Forty quarter hours of daytime 
programming weekly will be in- 
cluded in this “Minute Man” plan 
Several evening half hours will be 
offered later. Top talent will be 
featured in these shows, which 
NBC will furnish to stations strictly 
on a pay-as-you-sell basis. If a 
station does not sell a particular 
show, no payment-will be required. 
And the price in any case, accord- 
ing to NBC, will be as cheap for 
the station operator as anything 
he could program locally, excepting 
a disc jockey. 


@ “Under this plan,” Mr. Denny 
said, “national and regional adver- 


tisers can position their spot an- 
nouncements in a standard pro- 
gram vehicle with which they and 
their agencies are familiar. Spot 
campaigns can be integrated into 
designated Minute Man properties 
instead of consisting of announce- 
ments in a variety of unrelated 
local programs. Long distance buy- 
ing of spots for placement on NBC 
affiliates in whole areas will cer- 
tainly be facilitated. 

“In addition to the provision of 
this new type of program service 
for local sale, NBC is expanding 
the chainbreak time preceding a 
number of designated evening sus- 
taining programs in network op- 
tion time so that stations will have 
a total of one minute for sale. This 
will be done by starting these sus- 
taining programs 40 seconds late, 
so that in each case the one-minute 
adjacency will precede the sus- 
taining programs selected.” 


@ On the sales front, NBC revealed 
it now has two nighttime shows 
which advertisers can sponsor on 
a one-time basis—the last half 
hour of “The Big Show” and Bill 
Gargan’s new vehicle, “Barrie 
Crane, Private Investigator.” 

Talent production costs on “The 
Big Show” last year ran as high 
as $37,000 weekly for the full 90 
minutes, but NBC is offering the 
final portion of this program—time 
and talent—in 15 or 30-minute 
segments for $12,930 and $21,600, 
respectively, to single-shot sponse 
sors. The price for one-time sponse 
sorship of “Barrie Crane” is $17,. 
590. 

Columbia Broadcasting System 
beat NBC to the draw with thig 
advertising come-on, which ale 
ready is in operation for theif 
“Red Skelton Show.” Columbia ig 
considering offering “My Friend 
Irma,” one of last year’s top-rated 
radio packages, for one-time spone 
sorship. 


e Also on NBC's timetable for the 
future: A drastic shifting of nete 
work and station option hours 
starting in January provided thé 
stations approve individually, ag 
they must before such changes cag 


| be made. 


plus the prestige | 


NBC wants to add 9:30 to 16 
a.m., EST, weekdays, and 9 to 16 
a.m., Sunday, local time, to thé 
network option time schedule 

By Oct. 1, 1952, the network 
proposes to add 15 minutes moré 
in the morning, 15 minutes at noon 
and to move the afternoon option 
period back an hour on eastern 
and central zone stations, shifting 
it from 3 to 6 p.m., EST, back to 
2 to 5 p.m., EST. No important 
changes are planned for the Moun- 
tain zone. Pacific zone stations will 
be asked to realign their sched- 
ules when necessary to conform 
to commercial network show shifts. 


Hudson Paper Goes 
to Biow Co.; Duane 
Jones More Active 


(Continued from Page 1) 


of Richard A. Stevens, business 
and personnel manager, as an 
agency director. Three v.p.s also 
were named: Robert G. Hughes 
Jr., creative director; William J. 
McKenna Jr., copy chief; and 


Lawrence J. Hubbard, director of 
marketing research 

James J. Tennyson, formerly 
copy executive at the Jones Co., 
announced he was joining W. Earl 
Bothwell Inc., as v.p. and copy 
chief. Mr. Tennyson follows Don 
Gill to that agency. Mr. Gill, v.p. 
and account supervisor, had been 
a v.p. at the Jones agency. 


Keaveny Joins Borden 

William C. Keaveny, formerly 
sales manager of Van Brode Mill- 
ing Co., has been appointed mer- 
chandise manager of dog food in 
Borden Co.'s special products divi- 
sion, New York. 
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Blair Appoints Whitley 

Edward Whitley, formerly with 
Sullivan, Stauffer, Colwell & 
Bayles, New York, has been added 
to the New York staff of John 
Blair & Co., radio station repre- 
sentative 


K&E Promotes Lindei 

Ralph Linder, account super- 
visor at Kenyon & Eckhardt, New 
York, has been appointed v. p. in 
charge of marketing and a mem- 
ber of the agency plans board. 


Westinghouse Boosts Baudino 

Joseph E. Baudino, general man- 
ager of the company since July, 
has been promoted to v. p. and di- 
rector of Westinghouse Radio Sta- 


tions, Washington. Walter E. 
Benoit, who has resigned as v. p., 
has been reappointed a director. 


Whitehall Names Evelyn 

Robert R. Evelyn, formerly as- 
sistant to divisional managers in 
the training and supervision of 
salesmen, has been named division 
sales manager for the Detroit divi- 
sion of the Whitehall Pharmacal 
Co. 


Evans to Geare-Marston 

Henry S. Evans, formerly public 
relations manager of Business 
Week and Science Illustrated, has 
joined Geare-Marston, 
phia agency, as public relations ac- 
count executive. 


America’s finest 


photoengraving 


plant 


COLLINS, MILLER & 


HUTCHINGS, Inc. 


Tike 


AINE oR 
+ MR. PUBLISHER: 


HOW EFFECTIVE 


IS YOUR SALES STORY FOR 1952? 


Now, many advertising schedules are being decided ¥ 


for next year. 


At this important time how effective 
is your sales presentation? 


Are your sales representatives equipped with 
the right facts about your market? Are these 
the facts Space Buyers and Account Executives 
want? How well do your men present your 
story and how is it accepted by Space Buyers? 


Many advertising agency executives have told us 
how they buy space. They have described the ap- 
proach and sales methods of most space salesmen. x 
They have given us excellent guides for publishers’ 


salesmen who want to sell the way Space Buyers P 


want to buy. 


Few Space Buyers and Publishers think alike on ad- 
The publication that consistently 
presents its sales story in the buyers’ terms can be 


gi vertising media. 


the leader in lineage. 


S Our function is to help you present your story so 


that it will sell more space. Write or phone— 


C. €. CHAPELLE COMPANY 


Management Consultants in Marketing 
308 W. Washington * 


Chicago 6, Ill. + 


CE 6-8814 


Philadel-| 


SHOPPERS’ WORLD—That’s the name of the new retail center shown here, located 
halfway between Boston and Worcester. It has 44 shops and is dominated by huge 
dome forming the roof of Jordon Marsh's first suburban store. 


‘Multi-Million-Dollar ‘Shoppers’ World’ 
Opens in Framingham: Has 44 Stores 


FRAMINGHAM, Mass., Oct. 4—A 
| Super shopping center—boasting 44 
| Stores—was opened here today. 
Shoppers’ World, as the center 
is called, is a U-shape, two-level 
| structure opening on a 100’-wide 
;}central green that is as long as 
Wo football fields. Located on the 
' 
| 
| 


Worcester Turnpike, 19 miles from 
Boston, Shoppers’ World is built 
}on 70 acres of ground, with 50 
acres reserved for free parking by 
| 6,000 cars. 

A $5,000,000 construction job- 
plus $3,000,000 more for store fix- 


| tures—the U-shape center has a 
| dome dominating the south end 
of the project. The dome, largest 


unsupported structure of its kind 
in the U. S., is 227’ wide and 54 
high. The “arms” of the U have 
325,000 sq. ft. of selling space and 
|are fronted by covered walkways 
on both levels 


e Between the “arms” are three 
| bridges or crosswalks that span 
the central mall, so that walking 
by shoppers will be kept to a min- 
imum. 


Among the stores in Shoppers’ | 


World are Jordan Marsh Co., 
Oil Corp., Modell's, 
Sears, Roebuck & Co 
Appleseed’s Inc 


Gulf 
Peck & Peck, 
and Johnny 


Location of Shoppers’ World was 
determined by market research 
authorities, site planners and traf- 
fic engineers. “The advantages of 
a site on Routes 9 and 30, in a fast- 
growing community halfway be- 
tween Boston and Worcester, were 
overwhelmingly in its favor,” it 
was said. 

Officials said the number of 
stores in the center was determined 
by analyzing the purchasing power 
of families within a 29-minute 
driving distance. It was decided 
that 500,000 sq. ft. of interior floor 
space, comprising 50 stores of all 
types, was adequate to serve the 
area's needs. Six stores are yet to 
be completed 


@ The dome at one end of the de- 
velopment will house the bulk of 
the Jordan Marsh Co.’s 175,000 
sq. ft. of selling space. The store 
has no divisional interior walls 
and the outside walls are glass. 
Stock will be kept in perimeter 
stock spaces. Four selling levels 
in the dome will be interconnected 
by wide stairs 

The center, the result of more 
than eight years’ planning by Sub- 
urban Centers Trust Inc., Boston, 
also includes a 1,500-seat theater 
which will be open every day of 
the week from 1:30 p.m. to 11 p.m 


Spitz Starts First 
Trade Campaign for 
Cricketeer Coats 


Cuicaco, Oct. 3—Samuel Spitz 
& Sons, clothing manufacturer, has 
begun its first trade publication 
campaign for Cricketeer sport 
coats. Ten two-color full-page in- 
sertions will appear in Men’s Wear 
through next year. 

In addition, the company has 
scheduled b&w consumer ads for 
Cricketeer in Collier's, Esquire and 
Holiday. Direct mail also will be 
used. 

The first ad in Men's Wear, Sept. 
7, which listed, in editorial style, 
nine reasons why., Cricketeer “is 
the sportcoat with ‘more’ of ev- 
erything,” also had a box at the 
bottom inviting *inquiries ad- 
dressed to Joel Spitz, the com- 
pany’s president 

To date, more than 30 inquiries 
have resulted, all from bona fide 
stores. Such a return, according 
to John H. Kornblith, Spitz’ sales 


and ad manager, is unusually 
good, and calls for a repeat run 
of the ad. 

The company’s advertising is 


handled by Edw. A. Grossfeld & 


Staff, Chicago. 


Mallery Joins Gray & Rogers 

Lawrence R. Mallery, formerly 
copywriter for Smith, Kline & 
French, Philadelphia, has joined 
the pharmaceutical department of 
Gray & Rogers, Philadelphia agen- 
cy. 


Royal Shifts J]. D. Farr 


J. D. Farr, formerly southern 
sales manager of Royal Typewriter 
Co.. New York, has been named 
office machine sales manager. 


To Print Buyers’ Guide 


Publishing date for the Phila- 
delphia Chamber of Commerce's 
classified buyers’ guide has been 


set for spring, 1952. The guide will 
cover all major business establish- 
ments in the nine-county area of 
greater Philadelphia-South Jersey. 
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Telemount Films TV Series 
Telemount Pictures, Hollywood, 
has started production of “Cowboy 
G-Men,” a half-hour television 
film series starring Russell Hay- 
den and Jackie Coogan. The series 


will be syndicated to individual 

stations. 

STATEMENT OF THE OWNERSHIP, 
EMENT AND CIRCULATION 


BY Bae ACT OF CONGRESS 


as AUGUST 24, 1912, AS AMENDED BY 


THE ACTS oF MARCH 3%, 1933, AND 
JULY 2, 1946 (Title 39, United States 
Cede, Section 233) 


of a... Age. published weekly at 
Chicago, Ill., for October 1, 19 

1. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness managers are 

Publisher, G. D. Crain, Jr., Evanston, 

1 

Editor, S. R 

Managing Editor, 
Forest, Ill, 

Business Manager, C. B 
cago, Ill 

2. The owner is: (if owned by a cor- 
poration, its name and address must be 
stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding 1 percent or more of 
total amount of stock. If not owned by a 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnershp or other unincor- 
porated firm, its name and address, as 
well as that of each individual member, 
must be given.) 

Advertising Publications, Inc., 200 East 
Illinois Street, Chicago 11, Hlinois 

G. D. Crain, Jr., 704 Michigan Avenue 
Evanston, Illinois; G. R. Crain, 704 Michi- 
gan Avenue, Evanston, Illinois; 
Bernstein and A B. Bernstein, 
Blackstone Ave., Chicago, Illinois; O. L 


Bernstein, 
R. W 


Chicago, Tl 
Murray, Park 


Groomes, Chi- 


Bruns and M. S. Bruns, 5826 N. Whipple 
St., Chicago, IUlinois; Kenneth C. Crain, 
11 E. 47th St.. New York City; C. B 


Groomes, 7524 N. Claremont Avenue, Chi- 
cago, Illinois; J. B. Miller & M. A. Mil- 
ler, 409 S. Second Ave., Maywood, Illinois, 
B. G. Rehm and H. M. Rehm, 4308 Church- 
ill Rd., St. Matthews, Ky.; G. L. Ham- 
lin and E. K. Hamlin, Route 1, Vandalia. 
Michigan; Mary C. Sanders, 611 Barton 
Place, Evanston, Ill M. E. Crain, and 
E. F. Crain, 909 Foster Avenue, Chicago, 
lll.; Jessie W. Crain, Box 2059, Carmel, 
California; Jane C. Ivie, 549 Addison 
Street, Chicago, ll 

3. The known bondholders, mortgagees, 
and other security holders owning or 
holding 1 percent or more of total amount 
of bonds, mortgages, or ether securities 
are 
‘If there are none, so state.) None 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting; also 


the statements in the two paragraphs 
show the affiant’s full knowledge and 
belief as to the circumstances and con- 


ditions under which stockholders and 
security holders who do not appear upon 
the books of the company as trustees, 
hold stock and securities in a capacity 
other than that of a bona fide owner 
5. The average number of copies of each 
issue of this publication sold or dis- 
tributed, through the mails or otherwise 
to paid subscribers during the 12 months 
preceding the date shown above was 
22,700. 
G. D. CRAIN, JR. 
Publisher 
Sworn to and subscribed — fore me this 
2ist day of September, 1 
EDITH M STEGER 


(Seal) 
‘My commission expires April 1, 1952.) 
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| | Counter Space is Hard to Get... 
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Retailers like this 
compact counter piece. 


a two brands and packing 


twice the appeal of comparable 
single-brand displays, 
this merchandiser gets wide 


placement. Easily spotted oncounters, 


this handsome two-in-one unit 


teally stimulates impulse purchases. 


If you, too, are 

competing with big-budget 
advertisers at the point of 
sale, it will pay you 

to have your next display... 


yi Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 


: ADVERTISING 
Mowe Ofre ard Plant 1019 Grand Street Brooklyn MLM ¥ 


Soles OF ces in Philadelphia, Chicago, touiselle and lompa 
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IN THE Angor 


SOUTH FLORIDA 
MARKET 


| WTUS MiAMi 


(| COVERS THIS RICH, 
FAST GROWING MARKET 
_ |REACHING NEARLY 

| 750,000 PERMANENT 
RESIDENTS luo. 
NEARLY 2,000,000 
TOURISTS wery ydar,. 


86,300 © 

TV SETS IN © 
GREATER MIAMI ALONE 
(NBC amd, Detler Surveys) 
B Compcert Coveract 


INCLUDES | 
So.PALM BEACH 
Ft. LAUDERDALE» 
HOLLYWOOD 
ALL GREATER MIAMI 


WU) Miami 
| a 


a Fuld ime, 
\ TV STATION 


| Saw tolam 
| Ful DAYTIME 


} _sPROGRAMMIN 
| | Y< Hundreds of $9$ and 


t Cee advertisin 
poco the stories in OU ub files. 


AWTV mia 


Ziegler Candy Puts 


Crown Introducing 


| Lighter, Cheaper 
. Airplane Luggage 


BaLtrmore, Oct. 2—Airplane 
luggage that is described as weigh- 
ing and costing about half as much 
as ordinary luggage will be ad- 
vertised during the Christmas sea- 
son by Crown Luggage Co., 
through Kastor, Farrell, Chesley 
& Clifford, New York. 

The new Crown Ski-Lite lug- 
gage will get a full page in four 
colors in Look and three-fifths 
pages in color in 12 Sunday sup- 
plements including the St. Louis 
Post-Dispatch, Pittsburgh Press, 
Toledo Blade, Cleveland Plain 
Dealer, Detroit Free Press and in 
the New York Times Magazine. 

Key phrase of the ads will be 
“At last! Airplane luggage that 
weighs no more than her purse.” 
Crown officials say weight-sav- 
ing was made possible by an ex-| 
clusive construction technique! 
called “reinforced drumhead de- | 
sign.” | 

Prices for the luggage range} 
from $12.95 for the 21” Weekender | 
to $16.95 for the 26” Pullman. 

“These prices will roughly halve} 
those of comparable conventional 
luggage,”’ Crown said. | 


Push Behind ‘Giant’ | 


Bar in Minnesota 


MILWAUKEE, Oct. 3—Ziegler Can- 
dy Co. has launched an advertis- 
ing campaign in the Minnesota 
market for its Giant bar. | 

The candy company is sponsor-| 
ing “Pooch Parade,” a weekly seg- 
ment of “Jimmy’s Junior Jam- 
boree,” on KSTP-TV. The pro- 
gram combines the appeal of chil- 
dren and their pet dogs. 

The decision to expand into the 
Minnesota market was prompted 
by Ziegler’s success with its Mil- 
waukee television program, “The 
Explorers Club,” on WTMJ-TV.| 
The program celebrated its third 
anniversary last month, and thus 
became the oldest live studio-pro- 
duced show to run continuously on 
WTMJ-TV. Ziegler took over spon- 
sorship a year ago. | 

Ziegler has conducted two suc- 
cessful contest promotions in the 
past year, designed to boost Giant 
bar sales. The last one awarded a 
three-day tour of Washington to 
the grand prize winner and a par- 
ent. 

The 90-year old company cur- 
rently is planning television-mer- 
chandising promotions in several 
other major midwestern markets, 
including Detroit, Chicago, Cleve- 
land and St. Louis. 

The Mautner Agency 
the account. 


handles 


Plan Atlantic City Drive 


Atlantic City’s attributes as a 
vacation area during the off-sea- 
son will be emphasized in a cam- 
paign being planned by 116 busi- 
ness interests there. Plans are for 
a budget of $100,000, 40% over last 
year’s allocation. Media to be used 
will include newspapers, maga- 


zines, radio and television. 


ABC Names Betty Forsling 


Forsling, formerly radio- |} 
TV editor of Newsweek, has joined 


Betty 


American Broadcasting Co., New 
York, as assistant to the national 
director of the television depart- 
ment. 


WNHC Joins NBC-AM 


WNHC, New Haven, will affili- 
ate with National Broadcasting Co. 
effective Dec. 1. The station, which 
operates a sister TV outlet, is the 
181st to join NBC. 


Bainbridge Joins McCreery 


John Bainbridge, formerly pro- 
gram director of KFMB, San Di- 
ego, has joined the radio-television 
staff of Walter McCreery Inc., 
Beverly Hills, Cal., agency. 


Kinescope vs. 


Live Ratings 


A comparison by Videodex of ratings of the live and kinescoped 

versions of 34 network television programs in August, 1951. All 

programs had ratings nationally of 10.0 or higher. (For com- 
ment on the data below see Page 8.) 


RATING 
PROGRAM » TV HOMES) 
lve KINE 
SUNDAY: 
Super Circus ABC 10.8 14.7 
Hopalong Cassidy NBC 15.4 20.5 
Go Lucky CBS 44 5.8 
Guest House CBS 9.7 13.0 
Philco Playhouse NBC 30.3 15.6 
MONDAY: 
Cameo Theater NBC 18.4 13.4 
Voice of Firestone NBC 10.5 3.4 
Horace Heidt CBS 17.1 12.4 
Somerset Maugham NBC 25.1 18.1 
Summer Theater CBS 24.0 13.6 
Who Said That NBC 113 8.8 
TUESDAY 
Fireside Theater NBC 25.4 218 
Circle Theater NBC 22.3 17.5 
Original Amateur Hr. NBC 25 16.5 
WEDNESDAY: 
Godfrey's Friends CBS 28.1 19.6 
Break the Bank NBC 22.4 15.3 
Stars over Hotlywood ABC 15.6 ll 
THURSDAY: 
Lone Ranger ABC 10.8 21.4 
It —_ to to Be Ignorant 
NB 7.2 20 
ped the Music ABC 13.1 18.7 
Amos 'n’ Andy CBS 20.6 29.0 
Ford Festival NBC 216 15.2 
Racket Squad CBS 22.5 119 
Freddy Martin NBC 12.2 144 
FRIDAY: 
Film Firsts CBS 19.3 13.3 
Door with No Name NBC 13.7 14.1 
Sports Newsree! NBC 9.5 10.1 
SATURDAY: 
Big Top CBS 10.2 10.5 
Stu Erwin ABC 8.0 12.6 
Budweiser Theater CBS 149 17.2 
TV Teen Club ABC 44 6.5 
Wonderful Town CBS 14.2 5.1 
The Show Goes On CBS 13.3 10.8 
Man Hunt NBC 13.2 95 


TV CIRCULATION 
(000° 


NO. CITIES s) 
LIVE KINE LIVE KINE 
26 15 8.934 2.630 
17 29 5.912 5.389 
32 21 9,157 2,519 
26 21 8,517 2,822 
35 20 9,743 2,478 
32 l 9. 2,035 
40 1 10,037 1,002 
27 25 8, 2.999 
32 26 9,451 3,177 
32 19 9,346 2.801 
26 18 5,986 3,146 
co 15 9,525 1.615 
36 12 9,623 2.223 
40 13 10,147 1,952 
32 18 8.913 3.130 
31 25 9,352 2.566 
13 27 4,976 5,021 
ll eo] 6,059 4.932 
25 8,367 4,508 
29 13 8.693 2,091 
19 27 7,104 4,553 
32 ll 9,495 1,999 
27 13 8.504 2,573 
33 22 9,769 2,758 
25 21 7.812 3,025 
31 4 8,584 3,144 
% ll 9,815 1.895 
20 23 7,135 3,086 
14 42 7,188 5,006 
33 12 9,475 1,107 
19 28 7.536 4,361 
29 21 9,295 2,989 
25 23 7.680 3,143 
33 ei 8.981 2.297 


National Nielsen-Raiings of Top TV Shows 
Two Weeks Ending Sept. 8, 1951 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Homes 

Rank Program (000) 
1 Your Show of Shows (NBC. 

Reynolds Tobacco 4,216 
2 Pabst Blue Ribbon Bouts (CBS) 4.118 
3 Your Show of Shows (NBC, Particip.) 3,956 
4 Arthur Godfrey's Friends (CBS, Lig- 

gett & Myers Tobacco) 3,907 
5 Your Show of Shows (NBC. Lehn 

& Fink) 3.856 
6 Amos ‘n’ Andy (CBS, Biatz) 3,767 
7 Fireside Theater (NBC, P&G) 3,712 
8 Philco TV Playhouse (NBC) 3,515 
9 Somerset Maugham Theater (NBC. 

Bymart) 3,276 
10 Film Firsts (CBS, Schlitz) 3,246 


*Per cent of homes reached in areas where program 


Program Popularity® 


Current 

Rank Program Rating 
1 Your Show of Shows (NBC. 

Reynolds Tobacco) 45.7 
2 Your Show of Shows (NBC, 

Participating) 42.2 
3 Your Show of Shows (NBC, 

Lehn & Fink) 37.9 
4 Arthur Godfrey's Friends (CBS. 

Liggett & Myers Tobacco) 34.7 
5 Mama (CBS, General Foods, Max- 

well House) 3 
6 Pabst Blue Ribbon Bouts (CBS) 33.1 
7 Amos ‘n’ Andy (CBS, Biatz) 31.8 
8 Your Hit Parade (NBC, Ameri- 

can Tobacco) 31.2 
9 Gillette Cavalcade (NBC) 31.0 
10 Fireside Theater (NBC, P&G) 0.4 


was televised. 


Gulf Sets Giveaway 


Drive in Cleveland 


CLEVELAND, Oct. 2—Gulf Re- 
fining Co. employed prancing 
clowns and 500,000 giveaways to 


launch its “biggest marketing 
campaign” at Gulf stations here 
last week. The drive coincides 


with Gulf’s 50th anniversary. 

Three hundred clowns cavorted 
at 140 Gulf stations in ‘the area tos 
call customers’ attention to the 
opening of the drive. Gulf oper- 
ators gave motorists 500,000 drink- | 
ing glasses, plus balloons, bang 
guns and lollipops for the kiddies. 
Three captive balloons were flown | 
to signal the event. 

Gulf, just completing a $750,- 
000 modernization and expansion 
program here, has opened 13 new 
stations, and is awarding 10 mer- 
chandise prizes to dealers in No- 
vember for sales, cleanliness and 
displays. 


Oxenberg to Raymond-Rosen 
Leonard Oxenberg has resigned 
as advertising and sales promotion 
manager of Bartel’s Appliance 
Store, Philadelphia, to accept a 
similar post with Raymond-Rosen 


& Co., Philadelphia regional RCA 
Victor distributor. He succeeds 
Richard Andrews, who has re- 


signed. Charles Kuder succeeds Mr 


Oxenberg at Bartel’s. 
. 
Form Canner Association 
Associated Blue Lake Canners, 
a marketing organization, has been 
formed by a majority of independ- 


ent Blue Lake bean canners in 
Oregon. Hanley, Hicks & Mont- 
gomery, New York, has been ap- 


pointed to handle the account, with 
an anticipated initial budget of 
$125,000, to be spent before Feb 
1, 1952. 


KERG Joins CBS Radio 

Station KERG, Eugene, Ore., has 
joined the CBS radio network. This 
1,000-watt station is the 204th to 
affiliate with Columbia. 


Write today. 
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STRONGEST... wuce: STRENGTH COUNTS 


IN A.B.C. COVERAGE of furniture and home 
furnishings stores, REVIEW is first, reach- 
ing 8,311 top management executives and 
buyers in the stores that do 85.4%, of the 
total industry volume. Want more facts? 
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° CATALOG 
' &@ BUYING 


- DIRECTORY 
; - meouttay 


When your Catalog copy is filed in 
this book: 


3 Your Catalog has escaped the waste- | 
basket and the bottom desk drawer | 
to which individual Catalogs are 
subjected. 


| 


2 You have used your customer's pre- | 
ferred method of cataloging . . . filed | 
it with others, in handy bound form. 


3 You have placed 16.000 copies of it | 

in the hands of men responsible for 

96 percent of the bakery purchases. | 

| 

a You have placed it in a position to | 

be conveniently used by your cus- | 

tomers at the time they are ready to 
buy 


5 Reprints of your Catalog pages may | 
be had at low cost for your own use 
in answering inquiries 


BUYING DIRECTORY 


105. W. ADAMS ST. CHICAGO 3 


} counts 


Export Admen 
Will Increase Ad 
Budgets in 1952 


(Continued from Page 1) 
pected increased ad expenditures. 


@ Foreign sales volume apparent- 
ly provides the key to the feeling 
of optimism. Well over 75% of 
the replies to the questionnaire— 
which was sent to 1,000 people— 
reported sales increases over 1950; 
more than two-thirds reported 
10% jumps and nearly one-third 
told of sales rises totaling 25% 
or greater. 

In marked contrast to the first 
two EAA studies, export adver- 
tisers are optimistic about the fu- 
ture. Ninety-two per cent forecast 
1952 appropriations which will 
equal or surpass the 1951 program. 

Keeping pace with the rise in 
advertising and sales is manage- 
ment interest in the export mar- 
ket. Only 2% of the export ad- 
vertisers reported an unfavorable 
or disinterested management. Two 


oF 


years ago the figure was 7%. 


e U. S. export business papers 
still head the list of media used, 
snaring close to three-fifths of this 
year’s foreign advertising dollar. 
Export consumer magazines take 
almost one-fifth of the dollar, fol- 
towed by direct mail (9%), local 
newspapers, and magazines. Three- 
fourths of the advertisers use ex- 
port business papers and 46% em- 
ploy direct mail. 

Only two-fifths of the respond- 
ents report they use overseas mar- 
ket and consumer research—the 
lowest percentage of the three sur- 
veys. Of those undertaking re- 
search, four-fifths carry out their 
own, over one-half use U. S. gov- 
ernment data, while two-fifths 
turn to banks for information 

As before, Latin America ac- 
for the biggest lump— 
nearly 50% —of foreign sales. Can- 
ada, with 14%, is the largest in- 
dividual national market. Conti- 
nental Europe and the United 
Kingdom absorb 16% of the ex- 
port business. 


se William R. Kopp, economic con- 
sultant for Gotham Advertising, 
and James L. Tyson, research man- 
ager of Time-Life International, 


. 


collaborated, for the third time, 
on the report. 

“One of your gripes,” the 700 
delegates were told by tax author- 
ity J. K. Lasser, “is the excess 
profits tax. In a false attempt to 
ease that pain a lot of hare brains 
shoot the crack that an advertis- 
ing dollar is cheap—it costs only 
23 cents. That is arguing back- 
wards. It is confused; it loses sight 
of fundamental advertising eco- 
nomics. Whether the dollar that 
is spent in advertising is a 100% 
dollar, a 23¢ dollar or an 18¢ dol- 
lar is not important. Advertising 
is vital today!” 

“And besides, no business man 
can forget for a moment that the 
profit from advertising usually 
bears the same tax rate as the cost 
that is deducted. It is just as cheap 
or expensive as the tax deduction.” 

Thus spoke the tax authority as 
he urged the group to “move more 
and more advertising to stimulate 
sales of American products 
abroad.” 


@ Advertising, he maintained, is 
always a deductible expense for 
all kinds of taxes providing the 
advertising is used to sell. “I do 
not know of a single instance in 
which there has been a denial of 
tax deduction when a 
was trying to sell,” he said. 
“Even when so fully committed 
to military work that it had noth- 
ing immediate to sell, it was en- 
titled to a tax deduction for copy 
trying to sell in the future. This 
is an ordinary expense of main- 
taining a _ productive asset 


present or future use. It’s like 


company | 


for | 


paying watchmen and carrying in- | 


surance on an idle plant, clean- 


ing and oiling idle equipment. If! 


we keep the advertising outlay 
related to an economic result, we 
will always be okayed by our 
government.” 

Advertising today for the future 
has a point, Mr. Lasser hammered. 
“The best way to protect a com- 
pany against a steep decline in 
earnings may be to |advertise] to- 
day to buy future good will. This 
provides a quasi-reserve which 
can be cut into in bad years. 


to cut sharply in bad years. That 
adds another reason to sell the 
need to seek additional sales vol- 
ume today—if it gets us a widen- 
ing profit margin...It creates a 
reserve against trouble. 

effort, 


es “Current promotion 


Careful Sales Planning Includes 


HEINN Loose-Leaf Binders 


You recognize the 
names on these 
binders — names that 
stand for fine products 
and successful sales 
effort. These firms, and 
hundreds of others in all 
industries, use Heinn covers 


for loose-leaf systems of all kinds. Here’s proof 
Heinn superiority is an actuality — 
not merely a claim. Your own plans should 


that 


include the Heinn line of cus- 
tom-designed bind- 
ers for extra 
sales impact... 
for the kind of 
craftsmanship 


that means the 


lowest operation- 
al cost per 

unit per year. 
Write for details. 


CATALOG COVERS 
e SALES AND 
PROPOSAL COVERS 


THE HEINN COMPANY 


ORIGINATORS OF THE 


loose-leaf SYSTEM OF CATALOGING 


e@ PRICE AND PARTS BOOKS 
INSTRUCTION MANUALS 
@ PLASTIC TAB INDEXES 


320 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


AT MEETING TIME—In support of the 
Export Advertising Assn.'s convention, 
Life International ran this page ad in 
the New York Times Oct. 4. Copy points 
out that American ads overseas are a 
weapon against communism 


which can now come out with re- 
duced risk, can be used to carry 
the volume as high as possible. It 
gives us the best possible cushion 
against loss. High volume, a big 
flexible cost item in the promo- 
tion appropriation, is a good cush- 
ion against the point at which the 
losses pile up. All these enhance 
capital value 

“Additional volume has a plus, 
a capital value,” Mr. Lasser con- 
tinued. “When we buy advertis- 
ing, we are buying capital dollars 
with low cost advertising dollars. 
We get these capital dollars by 
building sales and earning power. 
When we risk a low cost dollar 
to build up additional earning 
power, we may be getting ten 
times that in additional capital 
value. That’s important because 
the capital dollar is worth so much 
more than the income dollar to- 


| day,” he pointed out. 


@ To the point that advertising is 
bad business ethics today, Mr. Las- 
ser had a strong rebuttal. “No one 
saves money by advertising in- 
telligently,” he said. “All you do 
is seek extra business for which 


| you will be taxed at the same rate 
“Only if we have a high adver-| 
tising outlay today can we afford’! 


you pay today. 

“Moreover, you do not adver- 
tise for the sake of the deduction. 
You advertise because it is good 


| 
| for you and for your country. We 


| 


know of no better way to stimu- 
late production than heavy pro- 


motion efforts insuring sales. And| 


the life blood of a stable econ- 
omy is an ever increasing produc- 


_| tion.” 


“I'd go further,” he continued. 
“Management must be aware of 
the tax consequences of its de- 
cision. Management owes an af- 
firmative duty to do its utmost 
within the law, to minimize the tax 
burden on its companies.” 


e “You've got to press for more 
and more advertising, recognizing 
that it does have your govern- 


;}ment’s full okay—if you are try- 


ing to. sell for today’s or tomor- 
row’s production.” 

Mr. Lasser told his listeners to 
consult their tax experts to dis- 
cover the many boosts present tax 
laws give to foreign trade. 

“Much has been done in our 
tax laws to encourage you to in- 
telligently trade abroad. But there 
is a great deal left to do,” he de- 
clared, “to give American busi- 
ness a fair break in its foreign 
operation.” 

Among the 
items he listed: 


desired legislation 


e 1. Cuts in American taxes on 
foreign business, especially where 
American companies pay foreign 


local taxes and have currency 
problems and exchange restric- 
tions 

2. Exemption of foreign earn- 
ings if work and residence is 
abroad. 

3. Eliminate tax exemptions 
based on the country in which 
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sale is made so long as the prod- 
uct goes to a foreign country. 

| 4. Expand good neighbor policy 
| tax considerations, as set up for 
| Latin America in 1942, to the en- 
tire world. 


| 5. Apply foreign tax limitations, 


which affect separate countries, to 
|all foreign business. 

George F. Bauer, president of 
the George F. Bauer Co. and vice- 
;}chairman of the U. S.-German 
|chamber of commerce, and Dr. 
|Kokei Teraoka, director of the 
jJapanese Government Overseas 
| Agency, discussed problems in- 
volved in opening new markets 
|}in those two countries. 


|e Mr. Bauer linked reopening 
| markets with an “abundance” 
|form of foreign trade, advocates 
of which believe “ample products 
for precaution against war as well 
| as for civilian needs both here and 
| abroad can be provided if humans 
|are permitted to concentrate on 
production and not obliged to dis- 
sipate their time and energies in 


FREE BOOKLET 
“Dictate with a big 
YOu 


— wie business letter- 


", Write today 


head, please. 


. 
. 
. 
. 


Put the “Other Fellow” 
into Your Letters on 


WATERMARKED 


Fox Riv ER 
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“To sell John Smith what John Smith 
buys, you must see John Smith through 
John Smith's eyes.’ 

You keep your “business eyesight” 
trained to produce words of tremendous 
selling power ... make sure your words 
have every chance to work ior you. Let 
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wasteful compliance with need- 
less red tape.” 

“Abundance advocates deplore 
governmental pampering as much 
as governmental inierference,” he 
said, listing the Customs Simpli- 
fication Act as one area where 
deletion of the “questionable 


clause” would aid international 
transactions. 
“The International Monetary 


Fund could also be more helpful 
by persuading member nations to 
forego artificial exchange valua- 
tions for their currencies and by 
advocating a thoroughgoing gold 
standard,” he declared. 

Mr. Bauer noted some of the 
distinct qualities of German ad- 
vertising, the main difference be- 
tween it and U. S. advertising be- 
ing that “in Germany advertising 
agencies are non-existent and the 
science of advertising is not known 


as a profession. Each company | 
does its own advertising.” | 
“German advertising is done 


mainly through newspapers, pe- | 
riodicals, small posters and movie 
theaters. Radio is not used.” 

| 
s Kohei Teraoka, representing the | 
Japanese Government Overseas 
Agency, told the convention that | 
the conclusion of the Japanese | 
peace treaty had improved Ja-| 
pan’s future, and that a treaty of | 
commerce between her and the 


Last Minute News Flashes 3abcock Succeeds 


‘American Weekly’ Drops Classified Ads 


New York, Oct. 5—The American Weekly last Sunday dropped its 
classified advertising, said to be worth about $175,000 a year in revenue, 
because some of the Sunday newspapers carrying the magazine ob- 
jected that the section was in direct competition with them. While no 
announcement has yet been made, it is expected the weekly will soon 
go rotogravure, with the printing operation being handled by Cuneo 


Press. 


Dubuque Fire Names Garrison Agency 

DusuaugE, Ia., Oct. 5—W. W. Garrison Co., Chicago, has been ap- 
pointed to handle advertising for Dubuque Fire & Marine Insurance 
Co., which previously has had no agency. 


Neal D. Ivey Co. Loses Bayuk Cigars 

PHILADELPHIA, Oct. 5—Bayuk Cigars Inc., manufacturer of Phillies 
cigars, has announced that effective Jan. 1, 1952, it will terminate its 
agency relationship with Neal D. Ivey Co., Philadelphia, which has 
handled the account for the past 18 years. Appointment of a new agen- 


cy will be made shortly. 


‘New York News’ Rate Hike Set for Jan. 1 


New York, Oct. 5—A general rate increase for all b&w ad classifica- 
tions of the New York News has been announced, effective Jan. 1. New 
general line rates weekdays range from $2.61 to $2.80, and on Sundays 
from $3.09 to $3.27. New rates call for an increase of 10¢ a line on 
net daily retail contracts; 12¢ on net Sunday retail contracts, and 12¢ 
daily and 15¢ Sunday on gross contracts covering general and classi- 


fied display, respectively. 


Kiwi Polish Goes from Jones to Bothwell 

PHILADELPHIA, Oct. 5—Kiwi Polish Co.—last with Duane Jones Co. 
will announce Monday its appointment of W. Earl Bothwell Inc., New 
York. Don Gill, formerly a Jones executive, joined Bothwell recently 


U S. was the next step. Japan's} Lawyer Says Agency Heads Can Prevent ‘Piracy’ 


New York, Oct. 5—Agency presidents can protect themselves from 


economy is founded on foreign} 
trade, and will be in the future, | 
he said. 

While painting a cheering pic-| 
ture of Japan’s recovery, Mr. 
Teraoka said (1) Japan still has 
much to learn from the U. S. in 
production and marketing tech-| 


niques; (2) the breaking up of 
the Zaibatsu companies has re- 
sulted in a multitude of small | 


(3) about 80% of Japanese fac- 
tories employ less than ten per-| 
sons, and these “home factories” | 
vary widely in ability to pro- 


and to meet delivery dates. 


Centaur Launches 
Liquid Baby Soap 


New York, Oct. 4—A test cam- 


Caldwell division of Sterling Drug} 
Inc., through the Carl S. Brown 
Co. | 

Centaur is testing the new liquid 


bottle,” in New York, Philadelphia | 
and Chicago, using newspapers and | 
radio spots in all three cities. 

Dailies on the test list include | 
the New York News and Herald 
Tribune, Chicago Tribune and the 
Sun-Times, and the Philadelphia 
Bulletin. 

An official at Centaur said it 
was undecided as to how long the 
test would continue. 


‘Trib’ and Other Papers 
Hike Newspaper Prices 


The Chicago Tribune announced | 
Friday that the price of the pa- 
per will be increased from 4¢ to 
5¢, effective Oct. 8. In California | 
the Los Angeles Times and Exam- |} 
iner and San Diego Union have 
hiked daily newsstand prices from 
7¢ to 10¢. 

In Memphis, the Commercial) 
Appeal and Press-Scimitar raised | 
subscription prices from 40¢ to} 
45¢ (Sunday) and from 25¢ to} 
30¢ (daily). Press-Scimitar news- 
stand copies will continue to sell 
for 5¢ and the Sunday Commercial 
Appeal for 15¢. In Paducah, Ky., | 
the Sun-Democrat has increased 
the monthly subscription rate 
from $1.15 to $1.25 and mail sub- 
scriptions from $9 a year to $10. | 
Single copies will remain at 5¢ 
and Sunday copies at 10¢. 


| 


F. W. Prelle Co. Moves 

F. W. Prelle Co., Hartford agen- 
cy, has moved its offices to 95 
Elm St. i 


| account pirating, Morton J. Simon, Philadelphia attorney, told the 
| League of Advertising Agencies here last night. Besides corporate 
operating agreements, Mr. Simon listed half a dozen other effective | 


ways for agency heads to claim damages, but he said that profession- 


| wide rules and regulations are “not worth the paper they're printed on.” 


Ekco Will Sponsor Sinatra TV Show 

Cuicaco, Oct. 5—Ekco Products Co., housewares manufacturer, has 
signed as sponsor of “Frank Sinatra Show” on CBS, Tuesdays at 
firms, many of which have failed; | 8 p.m., EST, starting Oct. 9. Earle Ludgin & Co. is the agency. 


| Rock Island Lines to Henri, Hurst 6 McDonald 


Patterson with 
‘Farm Journal’ 


PuHriLapecpnia, Oct. 4—Graham 
Patterson, president of Farm Jour- 
nal Inc., plans to step up to chair- 
man of the board, with Richard J. 
Babcock, formerly v. p. and adver- 
tising director, becoming presi- 


Fy 


R. J. Babcock 


Grahom Patterson 


dent of the company, which pub- 
jlishes Farm Journal and Path- 
finder. 

These changes are subject to the 
action of the company’s board of 
directors on Oct. 22 

Mr. Patterson, who joined Farm 
Journal Inc. in 1935 after being 
publisher of Christian Herald, will 
continue as publisher of both mag- 
azines 


e Mr. Babcock will handle new 
responsibilities on both magazines 
It was disclosed this week that 
Arch Thiele, advertising director 
of Pathfinder, is leaving the com- 


pany. 
In making the announcement, 
Mr. Patterson pointed out that 


Pathfinder is carrying the largest 
dollar volume of advertising in its 
history, and that Farm Journal 
will celebrate its 75th anniversary 
in 1952, and expects that it will 
be the farm publication's biggest 
year. 


Cuicaco, Oct. 5—Chicago, Rock Island & Pacific Railroad Co. has ap- | 
pointed Henri, Hurst & McDonald, Chicago, to handle its advertising, 
duce goods of co.sistent quality | effective Jan. 1. Caples Co., Chicago, formerly handled the account. 


‘Henry Heads Citrus Drive: Other Late News 


|@ Ralph M. Henry, former merchandising director, has been named | 


advertising manager for the Florida Citrus Commission. He will han- 


dle a record $2,300,000 budget (see Page 62). Mr. Henry will receive) 


$9,500 a year. 


, . : e Arthur F. Monroe has been advanced from director of public rela- 
paign for Tod’l Baby bath soap has} tions and publicity to account executive for the Capehart Farnsworth 
been launched by the Centaur-| Corp. at J. M. Mathes Inc., New York. Warren Cox, formerly a staff 


executive, succeeds Mr. Monroe. 


e@ Wallace H. Goldsmith, formerly of Foote, Cone & Belding Interna- 


| tional, has joined Robert Otto & Co., New York. 


soap, “retailing at 89¢ per 5 oz.! e Crotty Bros. Inc., Boston, food service management company, 


has 


named James Thomas Chirurg Co. to handle its advertising. 


TV Code Readied 


But NARTB Won't 
Let Out Details 


WASHINGTON, Oct. 4—The special 
committee drafting program stand- 
|ards for the nation’s TV stations 
revealed today that it will be 
ready to submit a proposed “code” 
| to telecasters at a special meeting 
| to be held in Chicago Oct. 19. 
| Though a tentative draft of the 


e@ Renault Automobiles (France) has appointed Dorland Advertising standards was completed during a 


Ltd., New York. . 


e@ John P. Blank, formerly an art executive with Gray & Rogers, has 
joined Geare-Marston, Philadelphia, in a similar post. 


e@ “Betty Crocker,” 


| two-day meeting here, th com- 
| mittee refused to discuss its work. 
| In addition, the National Assn. of 
| Radio and Television Broadcasters 


who had a short run selling General Mills prod-| announced that the Chicago meet- 


ucts on video last year with a package bought through Batten, Barton, jing will be confined only to TV 
Durstine & Osborn, will return to TV Nov. 3 under the same sponsor-| stations and NARTB staff mem- 
ship via ABC (12-12:30 p.m, EST). This program, to be called “Betty | bers. 


| Crocker Magazine of the Air,” will be handled by Dancer-Fitzgerald- 


Sample, agency for the radio version of the ABC show. 


Newspapers Launch 
Co-op Drive Aimed 
at Media Execs 


New York, Oct. 4—Nearly 700 
daily newspapers are taking part 
in a special ad campaign designed 
to reach as many as possible of 
the people who influence media 
decisions. 

The drive—consisting of a series 
of large-space ads in the newspa- 


|ers—was prepared by the Bureau 


of Advertising, American Newspa- 
per Publishers Assn. First ad in 
the series was sent to the cooper- 
ating papers on Oct. 1 and the 
second ad will be mailed Monday. 

Theme of the ads in the series 
will be that, while newspapers are 
read by practically everyone, other 
media deliver only “fractional” 
audiences for the advertiser. 

The ads make use of recent at- 


tention getting news events as a 
lead-in to the theme that only the 
newspaper can give all the facts 
on these events fast. 


es Commenting on the attempt to 


The draft completed today is a 
| synthesis of the work of four sub- 
| committees which were set up July 
| 30. 

NARTB said each subcommittee 
| has met at least twice, and that a 
| further refinement of the code will 
| be made before it is distributed at 
| the Oct. 19 meeting. 


reach those influencing media de-| 


cisions, Harold S. Barnes, director 
of the BofA, said: “We want to 
bring the newspaper story to them 
all, whoever they may be and 
however great or small their voices 
may be in development of adver- 
tising strategy.” 

The campaign is being directed 
by a committee headed by Julius 
Ochs Adler, general manager of 
the New York Times and a mem- 
ber of the BofA board. Committee 
members include Irwin Maier, 
publisher of the Milwaukee Jour- 
nal; Thomas J. Cochrane of the 
New York News; Stuart M. Cham- 
bers of the St. Louis Post-Dispatch; 
and Herbert W. Moloney, presi- 
dent of Moloney, Regan & Schmitt. 


@ The mysterious preparations 
were further confounded Tuesday 
when NARTB called a press con- 
ference for 5 p.m. to discuss the 
code. When the press assembled, 
NARTB announced it had nothing 
to say. 

General speculation here was 
that the code was being kept secret 
to avoid any organized effort to 
water it down when the industry 
meets on Oct. 19 


Gauss Joins Ridgway 

Charles F. Gauss, formerly with 
H. George Bloch Advertising Co., 
St. Louis, has joined Ridgway Co., 


St. Louis, as an account executive 


and copywriter. 
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LeBlanc Corp. Is 
Still Using False 
Ads, FTC Charges 


WASHINGTON, Oct. 4—The Fed- 
eral Trade Commission tore up a 
stipulation which had been signed 
by the makers of Hadacol, and 
charged today that the company 
persists in using false and mislead- 
ing advertising. 

Much of the commission's com- 


plaint is directed at the use of 
testimonials. According to FTC, 
the writers of the testimonials 


were not competent to judge the 
nature of the relief afforded by 
the product. 

Shortly over a year ago, the 
LeBlanc Corp., maker of Hadacol, 
entered into an agreement with 
FTC to avoid any advertising 
which implies that Hadacol has 
any value except in cases involving 
deficiencies of vitamin B,, B,, iron, 
niacin, calcium and phosphorous. 


@ But today, FTC said LeBlanc 
Corp. continues to imply through 
newspaper, radio and direct mail 
advertising that Hadacol treats a 
host of serious ailments, including 
cancer, tuberculosis, heart trouble 
and stomach ulcers. 

In addition to LeBlanc Corp., 
FTC slapped its complaint on Dud- 
ley J. LeBlanc, sales manager, and 
Richard L. Brown, general mah- 
ager. While control of the stogk 
was sold last August, FTC sald 
LeBlanc and Brown “continue to 
formulate, direct and contro] poli- 
cies and activities of the com- 
pany.” 

FTC said Hadacol contains the 
vitamins B,, B., niacin, B, atid 
pantothenic acid, plus the minerals 
iron, manganese, calcium aid 
phosphorous, all compounded in a 
12% solution of alcohol. 


es “Where symptoms are due to de- 
ficiency of vitamin B,, B,, nia@in 
or iron. said preparation, taken as 
directed, will in time relieve sugh 
symptoms by correcting the d@e- 
ficiencies which cause them,” FBC 


FTC pointed out, however, that 
symptoms mentioned in Hadagol 
ads are often caused by conditi@ns 
other than vitamin or mineral de- 
ficiencies. 

“Vitamin and mineral deficien- 
cies,” the complaint continued, 
“can only be detected by diagnostic 
tests conducted by skilled experts.” 


| conceded. 


@ Turning to Hadacol testimonials, 
FTC contended “neither the writ- 
ers of these testimonial letters nor 
the LeBlanc corporation are com- 
petent to judge whether such 
symptoms and conditions as are 
described were the result of de- 
ficiencies of vitamins and minerals, 
and if so, whether Hadaco! re- 
lieved or cured such symptoms or 
conditions. 

“The dissemination of this ad- 
vertising may cause persons suf- 
fering from the described symp- 
toms or conditions due to one of 
the serious ailments to delay ob- 
taining proper treatment, resulting 
in serious illness and even death.” 

Typical of the symptoms quoted 
in testimonials, FTC said, are 
fatigue, loss of appetite, loss of 
strength and inability to sleep 
These and other symptoms may be 
caused, FTC pointed out, by such 
ailments as syphilis, tuberculosis, 
liver disease, cancer and others 


@ Among other claims questioned 
by FTC were: that Hadacol insures 
good health; brings new hope to 
those over 50; cures sickness and 
suffering after all medicines fail 
FTC hearings commissioner Ab- 
ner E. Lipscomb was instructed 
to begin taking testimony on the 
complaint Nov. 26 at Lafayette, 
La., home of the LeBlanc Corp. 
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Transit Adds to Coverage 


Station poster advertising is set 
for the New York-to-Philadelphia 
line and the Norristown, Pa., 
wanch of the Pennsylvania Rail- 


road and Penn-Reading Seashore 
line according to Transit Adver- 
Incrs, New York 


Graves Joins Federal 


Charles P. Graves, formerly with 
Grant Advertising, Washington, 
ha joined Federal Advertising 
\ugency., New York, as radio and 
rV copywriter 
Robert Keller Appointed 

Robert S. Keller Inc. has been 
named to handle sales promotion 
tor WCBT, Roanoke Rapids, N. C 


More for your Money 


No matter how you look at it 


FURNITURE, AGE 


Tet NATIONAL MAGA LINE 


ort wowt 


BIG 


IT LOOKS BEST.. 
IT IS BEST 


Here 
your Advertising 
works harder 


Yes, ads have average life of 120 days 
omong the better Home Furnishings Dealers 
who have 65% of the buying power of this 
3% billion field. And, BIG king-sized poge 
gives 30% more dominance to your soles 
story. Sells the Dealers and the Dealers’ Cus 
tomers 


AGE 


753 N. BROADWAY | 
“CHICAGO 40, ILLINOIS 


From Debut to Steadily Increasing 


Demand in a Year; 


By CHARLES DOWNES 

New York, Oct. 3—Pyrenone in- 
secticides were first introduced in 
July, 1950. First advertising on the 
new products broke in May, 1951. 
Today, approximately 50 jobbers 
in the southern states handle the 
product and have demonstrated to 
everyone's satisfaction that Pyre- 
none virtually will sell itself, once 
it becomes 2 ge 

How U. Industrial Chemicals 
Co., Givision of National Distillers 
Products Corp., introduced and 
worked out the marketing problem 
of its new insecticide has been ex- 
plained in detail 
to AA by John A. 
Rodda, manager 
of the company’s 
insecticides di- 
vision. 

It comes in two 
forms, both pow- 
ders—one for 
grain generally, 
especially corn, 
and the other 
for wheat. Both 
products have 
demonstrated their capacity to 
protect stored grain from insect 
damage for an entire storage sea- 
son, and at low cost, approximate- 
ly 2¢ a bushel to the farmer 


John A. Rodda 


@ “Pyrenone protectants are 
fumigants and are non-toxic,” Mr. 
Rodda emphasized, “and they do 
not require special safety precau- 
tions. No special equipment is re- 
quired.” 

Pyrenone’s major selling point, 
he said, “is that it will provide ef- 
fective weevil control, a matter of 
major importance to farmers with 
corn crops, especially in the 
southern tier of states. It is equal- 
ly effective in preventing insect 
damage to stored rice, rye, oats, 
grain sorghum and barley 

“After exhaustive tests,” Mr. 
Rodda said, “we introduced our 
grain protectant in the South 
from Virginia, south and west 
through Texas—which has the 
highest rate of weevil infestation 
in the country. We did this on the 
strength of Department of Agricul- 
ture statistics and our own re- 
search, which showed it was the 


not 


Warwick serves Advertising 
Agencies, Printers, Artists, 
end Monufacturers in 24 
states and Mexico. 


If you have a typographical problem mail it to Warwick for 
fast, efficient help. Send for New Type Specimen Book. 


WARWICK 


TYPOGRAPHERS 


920 Washington Ave., St. Louis, Mo. 
. . overnight by oir ond rail from neorly all U.S. 


f “our first 


WARWICK 
fype order 
came back 
overnight” 


“For many years the pressure of 
short closing dates had made 

us reluctant to order any 

type set out of town because 

of possible delays . . . 

“Late one Monday night, however, 
we decided to mail Warwick a 

trial order. It came back 
Wednesday morning—a beautiful 
job that we were proud to show. 
It was the first of thousands of 
orders that Warwick handled 
fast and extremely well.” 

t. WOODWARD BACH, 

Production Manager, Biddle Company 
Bloomington, lilinois 


That's Pyrenone 


most responsive market we could 
tackle.” 


®@ Following a press conference to 
introduce the new product to 
newspaper editors, county agents 
and farm paper representatives, 
Mr. Rodda said, the company fol- 
lowed up with a direct mail cam- 
paign directed at county agents, 
dealers and farmers. 

The response exceeded expecta- 
tions. Inquiries for additional in- 
formation poured in. County 
agents and dealers were sent sam- 
ples and asked to test the product 
for themselves. The company’s 
salesmen, who are either entomol- 
ogists or chemists, visited jobbers, 
dealers and county agents. 

Jobbers were hand-picked, Mr. 
Rodda said. They had to conform 
to pre-established standards. They 


had to be financially responsible, 
able to carry stock, have suffici- 
ently well-trained salesmen, and 


be willing to merchandise the new 
product intensively for a _ long 
enough period to put it over. 


@ While there are no special dis- 
counts or exclusive franchises, the 
company does not solicit or ac- 


| men’s 


cept business from other jobbers in | 


the same market areas adequately 
served by established representa- 
tives, nor does it use jobbers that 


call on the same class of trade in| 


areas covered. 

The company was ready for ad- 
vertising in May, 1951. Its agency, 
G. M. Basford Co., however, had 


__ war vartes waves ame STARVE Your HeOtT 


Caan PRoTECTAMT 


en tte ns 


WICKED WILLIE THEME—New ads of 

U. S. Industrial Chemicals feature Wicked 

Willie Weevil and give copy ao more 

intimate and appealing But in 

formative moterial is still the major em- 
phasis. 


twist 


been in the picture from the be- 
ginning. Mr. Rodda is a confirmed 
believer in team work, and especi- 
ally in coordinating the activities 
of the sales, advertising and pub- 
lic relations departments 


@ The advertising department of 
USI was geared for industrial dis- 
tribution. Since Pyrenone protec- 
tants were products for the farm- 
consumer market, Mr. Rodda 
called on the Basford Co. to devel- 
op and execute the promotion and 
advertising, and on Selvage & Lee 
for public relations. 

The agency prepared the special 
dealer’s kit that the company has 
used with marked success. This 
contains booklets and information 
on the product, counter folders, 
window streamers, counter cards, 
self-mailers, and a variety of sug- 
gested advertising matter, most of 
which was made available to job- 
bers and dealers in the form of 
newspaper mats, radio spots, sam- 
ple direct mail letters, and similar 
material. 

At the same time, it developed 
an -extensive national consumer 
advertising campaign specifically 
designed to bring customers into 
dealers’ stores. The first ads on 


Advertising 


October 8, 


1951 


Age, 


JOBBER COOPERATION—The extent of jobber cooperation is exemplified by this 


truck of Planters Chemical Corp., Norfolk, Vo., 


Pyrenone wheat protectant ap- 
peared in May issues of American 
Miller & Processor, Farmer-Stock- 


man, Grain, Grain & Feed Review, 
Grain Trade Buyers Guide, Kan- 
sas Farmer, Milling Production, 


and Northwestern Miller. 


s Starting in June, 14 papers car- 
ried ads on Pyrenone grain pro- 
tectant, including Agricultural 
Leaders Digest, American Voca- 
tional Journal, Better Farming 
Methods, County Agent, Farm & 
Ranch-Southern Agriculturist, 
Farm Quarterly, Kansas City Star 
Weekly, Kentucky Farmer, Lou- 
isiana Farm Bureau News, Missouri 
Ruralist, Progressive Farmer, Seed- 
Digest, Southern Planter, 
and Southern Seedsman. 

Copy was essentially educational 
in character at the start of the 
campaign. The primary purpose, 
Mr. Rodda said, was to sell the 
farmer on protecting his crops 
against insect damage, and to cre- 
ate a sales potential at the local 
level. 

Dealers were persuaded to tie 
in with the national campaign at 
the local level with their own 
newspaper ads, “so that when the 
farmer makes up his mind to buy 
Pyrenone protectants, he will 
know that your store is the place 


| to buy.” 


National advertising for Pyre- 
none protectants used coupons for 
readers to send in inquiries for ad- 
ditional information. This quickly 
developed a live prospect list. All 
inquiries from the advertising are 
answered by the company, and 
copies of the replies are sent to 
jobbers who, in turn, follow up 
through their dealer-customers. 
The latter then personally contact 
the original inquirer, with as little 
time lapse as possible. The com- 
pany follov.s up and writes again 
to the prospect to see that he has 
received the data he asked for. 


s Dramatic proof of results of Py- 
renone is achieved through a pro- 
motion device called “the quart jar 
tests.’ This is a sample of Pyrenone 
in a packet, with simple and com- 
plete directions for tests a farmer 
or dealer can make on his own 
grain. The kit of quart jar test ma- 
terials is offered in most of the 
company’s ads, and also is used as 
the basis for dealers’ counter cards. 

Using a kit, the farmer takes a 
sample, treats it with Pyrenone, 
and places it in a second jar. After 
about 60 days, Mr. Rodda said, the 
difference in weevil damage be- 
comes so obvious that little sell- 
ing is needed to convince a pros- 
pect about the effectiveness of the 
product. 

Sales to date confirm the com- 
pany’s original belief that Py- 
renone is a high tonnage item. 
But the surface has only been 
scratched, Mr. Rodda insists. Far- 
mers are traditionally slow to ac- 
cept new ideas and new products, 
he says, but the progress that has 
been made so far has been more 
than encouraging. 


@ The initial introductory stage, 
he feels, is now complete. As re- 
ported exclusively in AA (Aug. 
20), U. S. Industrial Chemicals Co. 
started a new phase of its adver- 
tising program in September by in- 
troducing Wicked Willie Weevil 


and its window displays. 


in its advertising as a new trade 
symbol. 

Credit for creation of this comic 
strip character, which also appears 
in a movie slide film now being 
shown by jobbers and dealers 
to county agents and farmers 
throughout the South, goes to Eu- 


gene Heiffel, v.p. of the Basford 
Co. 
“We wanted to do something 


LOOK AT THESE 
20 PLUS SERVICES 


McGraw-Hill International 
makes available to help 
develop overseas sales. 


CHECK and inquire which of the 


following services and data can 
help you develop your overseas 
markets . . 


1, TRADE COUNSELLORS STAFF 
2. TRANSLATIONS 


3. TRADE INFORMATION AND OVERSEAS 
VISITORS BULLETINS 


OVERSEAS BUSINESS SERVICES 
THE McGRAW-HILL INTERNATIONAL 
TRADER 


OVERSEAS DIRECT MAIL SERVICES 
AUTOMOTIVE WHOLESALER LIST 


$8. DIRECTORY OF OVERSEAS AGENTS 
AND DISTRIBUTORS OF DRUG AND 
HEALTH PRODUCTS 


$. WORLD MOTOR CENSUS 


~~? 7» 


10. OVERSEAS MARKETS FOR U. S. DRUG 
AND HEALTH PRODUCTS, EQUIPMENT 
AND SUPPLIES 

11. ANALYSES OF PRINCIPAL OVERSEAS 
MARKETS FOR EXPORTS OF MACHIN- 
ERY AND EQUIPMENT 

12. REPORT SALES QUOTA CHARTS 

13. FOREIGN GOVERNMENT BUYING 
AGENCIES 

14. CONSTRUCTION CONTRACTORS AND 
ENGINEERS OVERSEAS 

15. EXPORT BUSINESS MAGAZINE AD- 
VERTISING COPY 

16. CONDENSED DATA SHEETS ON EACH 
OF THE McGRAW-HILL INTERNATION- 
AL MAGAZINES AND THEIR MARKETS 

17. OVERSEAS AUTOMOTIVE BUYERS 
GUIDES 

18. LATIN-AMERICAN INDUSTRIAL AND 


CONSTRUCTION BUYERS GUIDES 
18. LATIN-AMERICAN CONSTRUCTION 
PROJECTS 


20. EXPORTS OF U. $. CHEMICALS AND 


RELATED PRODUCTS 


Address your inquiries to John F. 
Burke, Promotion Director, McGraw- 
Hill International Corporation, 330 
West 42 St., New York 18, N. Y. 


* 
McGRAW-HILL 


INTERNATIONAL CORPORATION 


World-Wide Headquarters for Business Informatio? 


330 West 42nd Street, New York, N. Y. 
Offices in all Principe! Cities of the World 
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Advertising Age, October 8, 1951 
so v.p.s of the agency and agricul- 
tural experts, and Robert Parkin, 
Robert S. Kunkel and Fred Mess- 
ener, all of whom are specialists in 
the farm field for Basford, and 
from Michael Chenworth of Sel- 
vage & Lee. All are referred to 
affectionately and appreciatively 
by Mr. Rodda as “members of the 
team.” 
The 
conferences with Mr. Rodda, 


Now...Let’s stop TALKING about 
Weevil Damage in stored wheat 


“team” meets regularly for 
and 


the agency continues to function 
almost as a part of Mr. Rodda’s 
department. They are now carry- 


ing out plans that have been devel- 
oped for exhibiting Pyrenone at 
various state fairs, millers’ conven- 
tions, and other farm meetings. 
Mr. Rodda himself has had a 
broad background in the field. He 
has been with U. S. Industrial 
Chemicals for six years. During 
World War II, he was in charge of 
the insecticide and fungicide unit 
of the War Production Board. Be- 
fore that he was associated with 
several chemical companies. 


Salem to Get New Station 

The FCC has granted a permit 
to W. Gordon Allen (president of 
KGAL, Lebanon, Ore.), John B. 
Truman and Justine Clarke, for 
a new standard radio station at 
Salem, Ore., on 1430 kilocycles, 
one kilowatt, daytime only. 


Hall Joins Denham as V.P. 
Stuart P. Hall, formerly general 
manager of Rogers Publishing Co. 
and editor of Design News, has 
joined Denham & Co., Detroit ad- 
vertising, merchandising and pub- 
lic relations concern, as a V. p. 


Perry Named Gilbert S. M. 
William D. Perry has _ been 

named sales manager of A. C. Gil- 

bert Co., New Haven, maker of 


WHEAT PROTECTANT 


EDUCATIONAL THEME—All of the initial 
ads used by U. S. Industrial Chemicals 
Co. to promote its Pyrenone grain pro- 
tectant were educational in character, 
and emphasized how-to-do-it ideas. 


new to get down to the farmer and 
tell him our story in his own lan- 
guage,”’ Mr. Rodda explained. “Al- 
so, we wanted something distinc- 
tive in the way of an illustration 
that would lend itself to identifi- 
cation as a product symbol. Gene 
Heiffel came up with Wicked Wil- 


lie Weevil, which sort of human- 

izes the whole advertising a Mark deLaunay has resigned as 
aa , Sing @P~| assistant manager and commercial 
proach. It clicked from the very| manager of KVAN, Vancouver 
beginning, and Wicked Willie} wash. to become manager of 
and his companions, which are| KGAL, Lebanon, Ore. 

shown in the slide film, are now a 
part of the Pyrenone story.” 


pliances and erector sets. His 
headquarters will be in New York. 


deLaunay to Manage KGAL 


Honig Gets Stove Account 
Washington Stove Works, Ev- 

erett, Wash., has appointed Honig- 

Cooper Co., Seattle, as its agency. 


es In addition to Gene Heiffel, Mr. | 
Rodda is generous in his praise of | 
the creative thinking and coopera- 
tion he has received from the be- 
ginning of the Pyrenone campaign 
from the Basford staff, including 
Fred Adams and Frank Miller, al- 


Andrews Surveys Moves 

Andrews Surveys, New York re- 
search organization, has moved to 
246 E. 46th St. 
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' 2 Displays can't do 
the work of 6 but 
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. Anahist promotes the sales 

of 3 items -and uses 2 completely 
different copy appeals- with 2 self- 
shipping counter merchandisers of 
this construction. Both units feature 
the 55¢ and 98¢ Anahist packages 
and the new Anahist Atomizer. One 
display (as illustrated) appeals to 
cold sufferers. The other (not 
illustrated) aims at Hay Fever 
victims. When you want to 
consolidate products and sales 
messages in a way that makes 
them stand out at the point 

of sale, it pays to have 

your displays... 


Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Of ce and Plant 1013 Grand Street, Brooklyn IN. ¥ 
ales Offices 


n Philadelphia, Chicago. Lowswille and Tompo 


American Flyer electric trains, ap- | 


NPA Suggests Way to Conserve Paper 


WASHINGTON, Oct. 


4—Reporting 
for all 
are in a 


that supply and demand 
kinds of printing paper 
precarious balance, the National 
Production Authority this week 
urged publishers to enter into an 
experiment which attempts to save 
paper by reducing the number of 
newspapers and magazines sent to 
distributors and street vendors 

NPA reported that the supply of 
newsprint and book paper for 
newspapers and magazines in 1952 
should be about equal to demand. 
But to be sure, it suggested that in- 
dustry members enter into agree- 
ments to close the gap between 
net press run and net paid circula- 
tion. 

Since these agreements involve 
competing publishers, NPA _ pro- 
poses to set them up under the 
supervision of the Department of 
Justice. At a meeting of the news- 
paper industry advisory committee, 
NPA pointed out that a survey of 
11 big cities showed that the ex- 
cess between net paid and net 
press run was consuming 184,000 
tons of newsprint, much of which 
might be saved. 


e NPA revealed that an agree- 
ment has already been completed 
among Boston publishers, together 
with NPA and the Department of 
Justice, and that similar conserva- 
tion steps soon will be discussed 
in other big cities. 

While the over-all newsprint sit- 
uation will remain critical in the 
year to come, NPA saw signs of 
improvement. At the present time, 
newsprint production has been set 
back by power shortages in the 
Northwest and Southwest, how- 
ever. 

At a magazine industry meeting 
today, officials of the printing and 
publishing division said production 
of book, groundwood and writing 


paper during the first half of 1951 
ran considerably ahead of 1950 
Groundwood paper and machine 
coated paper—used by magazines 

averaged nearly 17% more than 
a year ago. 

NPA said that there does not 
seem to be any reason why supply 
and demand should not remain in 
balance. 


‘Institutions’ Says 
Some Manufacturers 
Revive Allocations 


Cuicaco, Oct. 3—Some indus- 
tries faced with tightening mate- 
rials supplies and jammed produc- 
tion schedules are tossing aggres- 
sive selling out of the window and 
are turning to tactful allocation. 

A recent survey conducted by 
Institutions Magazine among mak- 
ers of cooking and food serving | 
equipment for restaurants, hotels, | 
hospitals, schools and colleges and 


other mass feeding operations | 
points this out. } 
Manufacturers were asked, 


“What is the present backlog of 
orders for your principal lines?” 
More than 90% reported a pile-up | 
of back orders from one to 50 
weeks of capacity. Among the 65% | 
reporting a backlog in excess of 
four weeks, more than half said} 
they were more than three months 
behind in production. 


e The question, “Would you wel-| 
come advance orders, and do you, 


believe they would aid in insur- 
ing delivery of products and | 
equipment when needed?” was| 


answered affirmatively by 96.5% 
of the firms. 

Except for 5% of the respond- 
ents who reported no backlogs or 
excess ones, every manufacturer | 


Gamers 


“po must Team’ GRAN 


@ These national advertisers don't look 


to the stars when they have a new sales 


program. 


in one or several cities. 


@ You too can proceed with your new 
product, package, price, promotion after 
Burgoyne gives you the pretested facts... 


. off the shelf sales 


words of one syllable . . 


.no double talk! 


@ Hard-headed thrifty Managements give 


prompt OR’s to proven ideas. 


|@ What do you want pretested? Let us 


tailor a test to your needs. 


They have Burgoyne pretest it 


no tea leaves wd 
double talk here 


SYRACUSE 


@ Recognized as the 1 tent 
in the Middle Atlantic 


States, this highly responsive 


enty 


market at the Hub of the Em 
pire State has long maintained 
a high-level retail sales volume 


@ Creat names contribute to 
consistent growth . General 
Blectric, Carrier, Fasy Washer 
Smith-Cerena, Onondaga Pot 
ind Central New York's 


rich farming 


tery 
a bilhen 
dollar business for backbone 


@ Steady 


high family income per 


employment 


house effective income in 1949 
$4,022 


@ Good for pretest 
market coverage at ONE LOW 
cost the SYRACUSE 
HERALD JOURNAL-POST 
STANDARD circulates 
than 215,000 daily 


complete 


more 


Burgoyne rocery & Drug Yn hon 


| FIRST NATIONAL BANK BUILDING ¢ 


CINCINNATI 2 


85 


noted that advance ordering was 
necessary to secure equipment 
when needed 

In reply to “What are you doing 
to meet materials shortages in or- 
der to provide necessary products 
and equipment?” Institutions re- 
ports the following typical replies 

“Experimenting with substitutes 
..watching warehouse stocks for 
raw materials...obtaining NPA 
authority to purchase materials 
advising dealers to secure prior- 
ities whenever possible. . scouring 
the open market for mill turn- 
downs...attempting to educate 
dealers and customers to accept 
delivery ahead of the historical 
(and at times hysterical) seasonal 
peaks.” 


Edelbrock Appoints Tilds 

Edelbrock Equipment Co. has 
appointed Tilds & Cantz, Holly- 
wood agency, to direct national 
promotion of its line of automotive 
power equipment. Consumer, mo- 
tor and speed publications will be 
used. 


The COURIER- EXPRESS 


SELLS 


WESTERN NEW YORK 


Because WESTERN N. Y. 
IS SOLD ON THE 
COURIER-EXPRESS 


ONE REASON is that in ad- 


dition to outstanding news 
coverage, this fine paper 
carries a choice selection of 
nationally known feature 
writers and leading comics. 
OUTSTANDING WRITERS 
Josephine Lowman 
Bugs Boer 

Robert C. Ruark 
Eleanor Roosevelt 


Hedda Hopper 
Alice Hughes 


| THE PROOF im found in 


the fact that the circulation of 
the Sunday Courier-Express* 
is the largest in the eight 
Western New York counties 
which constitute the Buffalo 
market...and that the morning 
Courier-Express is widely ree- 
ognized as the best key to sales 
to those families with the 
most money to spend, 

* 290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 


Drew Pearson 
Walter Lippman 
Ed Sullivan 
Joseph and 
Stewart Alsop 
Henry McLemore 


Full color (two, three or four) 
available weekdays eee black 
plus one color, Sundays. 


BUFFALO =} 
COURIER 
EXPRESS 


Western New York's Only Morning 
end Sundey Newspoper 
REPRESENTATIVES 
SCOLARO, MEEKER & SCOTT 


It Gew Results Because It 
\ Gets Read Thorough|y 


ory 


Eee oie Ss as a to ee LZ SF a a i re te ee oe 
230s 
| abd Ws 
eB . : 
SE a 
ee aa 
We: 
“See: 
ere 

Daoist 
. 
ae 
Sfaeases See oe 
PSP Seg 
HERE'S HOW... Sa 
SNe SSS —— 
eee —— ay 
Scere: Stern aM 
SS SE Bors 
come eeemneeee cere! tt Row me eee eo Cie 
ot a eon Bios 
= wat 1O0aY 408 ie: 
—~ $i ~ Kh COMPUTE DETARS ate 
Snwormnnee FAT ea Oe 
Stassasha ake ,. 
oninhiena=r ee 
MS echt $$ ne 
bens 
Pay weg 
ag 
pe ts ot . Leake 
pee 
one b es 
po Bs 
7 eee 

Gage - 
| eee 
(i e 
a 
Po ae 
a 
“Chae 
pe . ays 
S. See 
<, ae , 

ee a 
“* 
a 7 a ab 
ae 
\ ? t ae | er 
i P | ene wake, mit tien le | ‘ Be F 

| oS Sean, 2 cue joa ee 

“ ‘ a dea mo Ses a aia = aah, a, ll 
: : AADNS | ae f pombe Wee * eee 

a aaa | eer eS - ae %; fe 
caten DA \ eS ss i ee Ree 
a te  /)-- v7 | ae mo. 
: PEORIA. as a ae |, a ; % ee 
N =i ee rf ~~ 4 «ee 
7 a a “ a ' a 2 
s | . . x 7X Jay ie : PO | Be 
s” Pee y CUf . ae 

, i; aa aa eS) - ee RS 
ea OP ; ie a 4 
bi: ie es mre > 9 
ey , dent ial OU i ce RES: wom: | , ‘ 
— ~ am / corre ae 
won Z . 2s ae 
; S ; Antec Me 
ee | | | noe \ SY pa 
| ¥ o ae 
Dordens ; ae 
| “1 oe 
|| 3s ame 4 
Bete 
| an venenn el . oy 
| eet 
= n 

= = as ‘S 
4 7 : Ben 
Secu 
a a 
ee ee es P| ag 
as re | SS  —— Bi 
ee 
Ad etl Fe Sal 
; 4 A ints ine 
eo durocted a “ne 
~# ~ et ee pit, 
~ — § Be 
rc 
> i, 
> 5 —_ == es ee wes 
«oe ‘ oe 
a =. sl <a ba” 
i, = = o=|=) — Ae 
= 4 es Sapiee 
i aes 
\ss' a lt ey ae 
% 9) ae | ee eS: 
, %, | : ’ “ Ss ee 
Vk 3 ahaa 
re 
ee oe 
4 

aes 
Th ee 
Beh: 
Sage 
oe 

_ at * 
a 
4 € Hb ft 
= ‘ $ ae 


is continuity , ‘This is not 


i 


certain philosopher observed that the wheel is prob- ing will help our advertisers maintain aggressive selling 
ably man’s greatest invention. throughout the year. 
In a world that knows atomie energy and jet propulsion Thus, if advertisers help us level out our manufacturing 
the wheel remains supreme, for unlike these recent wonders costs, we will share the benefits by helping to sell more by 
we could not do without it. calling more on our nearly 10,000,000 customers and 


vo fa sachs > j , ale ae bee es 
The wheel moves people, and it moves merchandise. prospects; reaching them with your sales story 12 times a 


year instead of 8 or 4. 


And yet the principle of the wheel is utterly simple. /t is , j ; ; : 
the principle of continuity The advertiser wise enough to adopt this plan of repeti- 
, tion in selling to women—always the majority of his cus- 

: pOornt} 


* * * ae a. , 
tomers and usually the majority of his stockholders—will 
Continuity is the foundation on which all advertising, and begin to dominate his market, will insure his product's 
all sales, are built. If your salesmen failed to make calls place against the competition. 


continuously you would fire them. 


But are you making continuous calls to back them up? Are 


you using your advertising effectively? 
Recognizing that readership in the non-continuity WOMEN ; 


months of January, February, July and August varies as .. influence 85% of all purchases of consumer goods 


little as 1% from other months—and that many adver- .. are beneficiaries of 80% of all life insurance 


tisers interrupt their continuity by staying out of those --- inherit 70% of the estates left by men 
issues, Good Housekeeping now offers a 7!0% discount for -..own 66% of all privately owned government bonds 
those months in the firm belief that continuous advertis- ++. own 50% of all privately owned stock in corporations 


... hold 65% of the accou 


ats in mutual savings banks 


Women buy... when you buy, buy women! 


(00D HOUSEKEEPING. 


8th Avenue at 57th Street 
New York 


We give this seal to no one — 
the product that has it, earns it! 
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